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CLOTHES LINES 
MASON LINES 
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PARCEL POST TWINES 
POLISHED INDIA TWINES 
PLASTIC CLOTHES LINES 
JUTE TWINE 





QUALITY MERCHANDISE 


PROMPT DELIVERY ON 


JUTE TWINE 


AVAILABLE IN 








A dependable source 
of supply for jute twine 
in these two popular 


sizes — ART. 544 


12 |b., 3 ply, 8 oz. solid wound balls, 1185 ft. per Ib., 
49 \bs. tested break 








ART. 545 
ORDERS OF $50.00 OR MORE, FREIGHT PREPAID. Orders ca ue > or Oe 
of less than $20.00 f.o.b. Mill, Lawndale, N. C., Van Nuys, 4 los. tested breo 
Calif., Marietta, Minnesota, Dallas, Texas, or Waynetown, Ind. 
Orders of $20.00 to $50.00, freight allowed to $1.00 per cwt. WHEN YOU DISPLAY THE LINE 
Freight prepaid does not include extra charges incurred out- éL Sells / 
side carrier's regular zone of delivery. . 











Cleveland Mills Company fon ee occ 


Van Nuys, California Minnesota Dallas 26, Texos 
Waynetown, Indiana 








HALL LOCKERS 


There are EXTRA PROFITS for you in 
quantity sales to the schools in your 
community. Long time favorite is No. 
1525 key controlled. Contact the pad- 
lock buyer for your schools — NOW! 


BASKETS 


(oe ms ae * + te 


When building “back-to-school” displays ...assure : oo y ”} : Pid 
yourself of easy extra sales by including Master \ aes, & 
No. 1500 Combination Padlocks. Remind students 
that valuable books, supplies and clothing 
need the finest padlock protection... MASTER! 
Here are some of Master’s sales making features: 


*® STAINLESS STEEL PROTECTION 
*& DOUBLE WALL CONSTRUCTION 
%& SOLID STEEL LOCKING LATCH 
* BUILT-IN “SOUND EFFECT” 


Order from your wholesaler. 


NO. 1525 BIKE LOCKS MEAN 
KEY-CONTROLLED “‘EXTRA BUSINESS’’, TOO! 


Same as No. 1500, but with key-control They're as much a part of “back-to- 

. one school-owned control key opens school’ as papers and pencils. 5 styles 

all locks. It's No.1 in America’s schools, to choose from .. . combination or key 

for hall and gym lockers. type. Wall display FREE with order for 
12 Bike Locks, Ask your wholesaler. 


_ Master Jock Company, Milwaukee 45, Wis. © Wort 


* 
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Woynetown, Indiana 
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Center-Powered 
to give you FOLLOW-THRU Feel 
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You're looking at the ultranew Center- 
Powered iron in which is achieved great concentration 
of weight directly in back of the hitting area. 
Adroit designing, for appearance as well as for weight 
displacement, imparts to this club that rare 
combination of beauty and power. What's more, 
the new Grand Slams are 
forged from STAINLESS-— 
the premier metal for 








iron golf heads. 









Golf Clubs 
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Brand new for 1957, these ~} 
confidence-inspiring wood . ZA 
beauties have in good share ZA 
that head-power-feel for which “ 

H & B woods have long 
been noted. 


Z 
FA 


It’s looks, feel, and performance that count with golfers— 
the new Grand Slams have everything. 


HILLERICH & BRADSBY CO., Louisville, Kentucky 


Also Makers of Famous Louisville Slugger Bats 
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Westerners know Boyco’s label and quality. 
It’s a brand they look for in your store. 
Boyco galvanized ware on display 
pulls sales, pushes profits! 


See Boyco’s two-color ads in Sunset Magazine 
Order Boyco from your hardware jobber today 


UNITED STATES STEEL PRODUCTS 


5100 SANTA FE AVENUE, LOS ANGELES, CALIFORNIA + 1849 OAK STREET, ALAMEDA, CALIFORNIA 
DIVISION 


= § 1 §. 2 > wm € S St 8 & so 
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V| Check List of 
ACCO Popular AMERICAN Chains for 
Your ‘Do-It-Yourself’ Customers... 


e The “Do-It-Yourself” idea can no longer be shrugged off as a fad or a 
passing fancy. It has gathered such momentum that it has become a national 
habit—a good habit that today is shared by your own customers. 

AMERICAN CHAIN helps you to cash in on this wholesome habit by offering 

a wide assortment of chains for countless ‘‘Do-It- Yourself”’ uses. Perhaps no 
_ other kind of goods you sell has so many 
uses in and around the home as your 
AMERICAN CHAIN line. You will find it 
profitable to stock and display promi- 
nently a complete assortment of 
AMERICAN CHAIN items all year round. 


For prompt service, order from your 
AMERICAN CHAIN wholesaler. 


Sell AMERICAN Chains for: 


C] Garage doors C) Furnace regulating 
C) Pipe hanging C] Fire escapes 

C] Porch swings C] Ornamental uses 
(CJ Playground equipment () Furniture braces 
[) Lawn borders [] ...also snaps— 


. , swivels— 
CF Gymnasium equipment reniiy take 
(J Dog runners 


ACCO Chain Sales-Maker 


Your customers will buy chain when they can see it and 
feel it on your ACCO CHAIN SALES-MAKER. Pictured at right 
is Assortment No. 38, our most popular one, containing— 


175 ft. 2/0 Tenso Chain, Bright Zinc Plated 
125 ft. 3/0 Lock Link Chain, Bright Zinc Plated 
200 ft. 3 Tenso Chain, Bright Zinc Plated 
75 ft. 2/0 Twist Machine Chain, Bright Zinc Plated 
100 ft. 35 Sash Chain, Bright Zinc Plated 
200 ft. 1/0 Brass Safety Chain, Bright Finish 
200 ft. 16 Double Steel Jack Chain, Bright Zinc Plated 


~ 
ACCO’s New Packagings=” 
Makes Selling Easier 


The newly designed Acco 
packages, in attractive blue and 
gold, make it easy for customers 
and salespeople to locate any 
packaged chain item in seconds. 


Display these colorful packages on co American Chain Division 7 


your shelves and counters for your 


“Do-It-Yourself”? customers’ con- Pa. AMERICAN CHAIN & CABLE f Better \ 
~ 


venience. 





\ 
nik Gude thee sein seerte wa York, Pa., Atlanta, Boston, Chicago, Denver, Detroit, \ Va ve , 


Houston, Los Angeles, New York, Philadelphia, Pittsburgh, 
AMERICAN CHAIN wholesaler Portland, Ore., San Francisco, Bridgeport, Conn. 
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COM MEN TF — 


Do You Know Your Customers? 


What is your idea of the average customer who frequents 
your store? I have asked a lot of retailers this question, and 
almost to a man I get this kind of an answer: “He usually knows 
what he wants and he is desirous of getting it as soon as possible 
and getting out of the store quickly.” 

On the other hand, I have had the opportunity of meeting 
many persons in many walks of life who are at some time or 
another customers of hardware stores. Nearly 85% of them 
upon finding out that I am in the hardware business make the 
following remark: “I love to go into a hardware store. I like to 
spend plenty of time looking around at all the new merchandise 
and many items I am not acquainted with. I believe a hardware 
store is more fascinating to me than any other type of retail 
establishment.” 

Comparing such a comment with the comment of retailers 
you will find a contradiction of opinion. It appears that the hard- 
ware retailer is too close to the forest to see the trees. 


It might do retailers a lot of good whenever they have the 
opportunity of meeting strangers to ask them how they like to 
shop in a hardware store. Ask them if they always know what 
they want or if they like to browse. I am quite sure they will 
find, as I have, that the majority find browsing a fascinating 
pastime and a costly one for them as their impulses most always 
become stimulated by seeing such interesting merchandise as is 
stocked in the modern hardware store. 


I bring this up because it is my firm conviction that many 
retailers could improve their whole retail operation if they 
realize how the majority of people like to shop a hardware store. 
If what I have found out is actually true, then it proves that all 
merchandise should be displayed neatly and attractively. Mer- 
chandise that is packaged with informative labeling should be 
selected for resales. If necessary put signs along with the 
merchandise to give additional data about its use. Do everythin 
you can to help browsing. Streamline your personal meeting wit 
the customer and avoid the old hackneyed “May I help you?” 
and substitute something like “Do you wish to browse, or do 


you want me to help you?” 
5 
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oxco 
Nationally Advertised LG omuina Prbrresy 
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This top quality whisk has proven | 
itself to be a consistent volume seller j 


for dealers all over the country. A 


HERE’S WHY... 
L 
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. » » Oxco’s Red Breast is 
the whisk of a 101 uses—in the 
home, car, workshop or office. 
It’s perfect for dusting off 
clothing and upholstery, 
cleaning out the car or brush- 
ing off the work-bench. 


2. . - Tough, long lasting 
Florida palmetto fibres are 
springy and resilient to flick 
dirt and dust away in a 
jiffy. Double stitching helps 
whisk keep its shape. 





©. . . Bright wire wrapped handle gives user a firm grip. 
Metal cap with hanging ring makes storage easy. 






The Red Breast is available in either of 
2 space-saving counter displays — perfect for 
boosting impulse sales. Either makes brushes 
easily accessible for customer self service. 






DISPLAY RACK PACK—One) @ 
dozen whisks plus 4-armed metal =| 
rack with top sign; all in one box. 

REGULAR PACK—One dozen 
whisks in colorfully printed set-up 
counter display box. 

MAKE THE RED BREAST YOUR STAR PROFIT MAKER. ORDER YOUR 
SUPPLY OF EITHER TYPE PACK FROM YOUR JOBBER TODAY. 














The Oxco Red Breast is only one 
of hundreds of quality Oxco brushes 
bearing the brand name recognized 
by customers everywhere. Stock the 
complete line for greatest volume. 


OX FIBRE BRUSH COMPANY, INC. 


rrepericx olabliahed /S8¢ warvi ann 
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OUR READERS WRITE 
... to the Editor 


Thank You, Sir 
Gentlemen: 

We note in your May issue a spot 
ad calling attention to your 50th An- 
niversary. 

Please accept our heartiest congrat- 
ulations for achieving this wonder- 
ful span of service to the hardware 
industry. 

Your article asks that dealers write 
in indicating if they are celebrating 
their 50th Anniversary. The Alpha 
Hardware Company is doing just 
such, during 1956, having been found- 
ed in 1906. We are planning and are 
using continually a series of promo- 
tions at our three stores, located in 
Nevada City, Grass Valley and Au- 
burn, during the year. 

Again, our congratulations to you 
on your 50th Anniversary. 

Downey C. Clinch 
Alpha Hardware Co. 
Nevada City, California 


Likes June Editorial 


Dear Editor: 

Your editorial comment in the June 
issue, I believe, should be read and 
absorbed by every hardware dealer. 

This type of article is most con- 
structive and will, I am sure, do a 
great deal to assist the hardware dis- 
tributor in meeting one of the many 
problems existing today. 

F. F. Regan 

Sales Director 
Union Hardware & Metal Company 
Los Angeles, California 


Like the Ads Too 


Dear Sirs: 

I purchased Mr. Howard’s hard- 
ware store in Sept. 1954. 

I have been receiving your publica- 
tion since then and appreciate it 
very much. 

Your articles and ads are wonder- 
ful and second only to the “want book” 
and salesman. 





Russell M. Holm 
City Hardware 
Portland 16, Oregon 


Invitation to a New Store 


Gentlemen: 

Thank you for the article and pic- 
tures in your May 1956 issue entitled 
“Celebrates With New Dress,” which 
tells about our new remodeled store. 

You devoted considerable space for 
the article and pictures; and several 
of our friends in the hardware pro- 
fession have commented on the article 
to us. 

If any of you are in Western Colo- 
rado, pay us a visit. You will be wel- 
come. 

Mark S. Schmidt 
Schmidt Hardware Company 
Grand Junction, Colorado 
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VERSAL presents the 


a sensational merchandising plan with 


> $25,000 


> 
g 


IN PRIZES 
TO BRING IN CUSTOMERS! 


Sp 
~ Ywere’s THE 5 POINT PLAN 


four-page, four-color, full line folders win too! Put your name on the entry 
with the complete story of the contest, blank before you hand it out, and the 
the prizes and Universal’s Christmas selection more come in, the bigger chance you have to 
of products. Hand ’em out, or mail ’em to win one of the hundreds of valuable prizes 
customers. It’s a sure-fire system for prospects. offered. It could be a new Chevrolet sedan! 


1 You'll get a hundred and fifty of these 2 If one of your customers wins... you 


Your Customers and YOU CAN WIN any of 901 
VALUABLE PRIZES WORTH £25,000! 
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Gets om Shopping Early! 


Here’s the one you’ve been waiting for! An easy 

contest plan to get customers buying early with the millions 
of dollars in Christmas Club money they have available. Extra 
profits for you and a chance to win a big prize yourself. It’s all 
here ... all you have to do is stock up and watch it roll! 
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*« ELECTRIC HOUSEWARES 
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ALL YOU DO ... « is buy a selection of wa Cl 
Universal Electric Housewares. See your distributor and 
pick out what you want. You'll get the complete kit 

for this sensational selling plan with your order... and 
then watch those profits come in. See him today! 








This big banner marks Bigger profit for you, with 
3 your store as Santa Claus 4 an extra Coffeematic that'll 
Club headquarters. It'll make you a bonus twenty; 
pull in customers to see your dis- dollar bill when you sell it for 


play, get their entry blank and the regular price. You start right 
give you a real selling chance. out winning the first day! 


YOU GET THIS FULL-COLOR DISPLAY ; 
In full color, this walk-around counter display will stop ’em 






from any place in the store. Has plenty of room for a big 
selection of fast-moving Universal Electric Housewares. And 
it's FREE with your initial stock order! 


AND UNIVERSAL IS BACKING IT UP 
with BIG ALL-OUT ADVERTISING 
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"*CRESTOGRIP” 
The NEW Utility Plier 


BY CRESCENT 




























30% THINNER a: 
TWICE AS STRONG 


CLEAN, SHARP 


BOX JOINT ADJUSTABLE TO \ 
TEETH 


4 POSITIONS UP TO 114" CAPACITY i 





EXTRA THIN—ONLY 14” 
AT THICKEST POINT 


FLUSH RIVET \ 
NO PROJECTIONS 


NON-SLIP CHECKERDOT 
KNURLING 


Crescent’s No. P210 Utility Plier 
is completely new ... revolution- 
ary! It’s not a “slip-joint” plier 
and not to be confused with 
conventional lap-joint “pump” 
pliers. Its dowble-strong box joint 
design is absolutely unique and 
assures a powerful grip like that 
of a pipe wrench without side- 
ways twist or strain. It will grip 
flat, square, hex or round objects 
with powerful leverage. 


QUICK, POSITIVE ADJUSTMENT 







ie \ / W\ i tasiguid (ff 
This cut-away view shows . aS ree AAW) Midd | Hh mH 
joint construction with a TAG hat, | Mi) 
its extra generous bear- X hes 
ing surface at the arrow 
point. Adjustment is 
made by simply “walk- 
ing” the rivet recess over 
the bearing point with a 
pumping action of the 
handles. Easy, positive, 
capable of heavy loads. 


Handsomely finished in rust-resistant 
zinc plate. Overall length 914 inches. 


Sold by hardware dealers and 
industrial distributors everywhere, 
Sign Me a 


Tymbotl oh OCU 


Crescent is our trade-mark, registered in the United States and abrood, for wrenches ond other tools. Sold by leading distributors and retailers everywhere and made only by 


CRESCENT TOOL COMPANY, JAMESTOWN, NEW YOR K 
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CF«I Calwico Hardware Cloth is a natural for high 


please professional builders and hobbyists alike— it’s 
versatile and it’s easy to handle. Just look: 


VERSATILE—A stock of the most popular sizes of 


installations; lasts so long, it’s perfect for permanent 
called “the product with 1001 uses”’! 


EASY TO HANDLE—Anybody can use CF&I Calwico 
Hardware Cloth. Easily formed, it has the necessary 
stiffness to keep its shape after forming. What’s more, 
CF«I Calwico Hardware Cloth is safe to use—it’s 
smoothly galvanized after weaving to prevent rough 
spots which might snag the hands. 


Get the full story on versatile, easy-to-handle CF&I 
Calwico Hardware Cloth! Just contact your nearby 
CF al representative today. 
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Jobbers and dealers all over the West will tell you that 


year-round sales. That’s because it has two big features that 


CF«I Calwico Hardware Cloth enables you to recommend 
this one product for an amazing number of customer needs. 
In addition, it costs so little that it’s ideal for temporary 


. installations. No wonder CF«I Calwico Hardware Cloth is 





CALWICO 


HARDWARE CLOTH 


THE COLORADO FUEL AND IRON CORPORATION 


(f 





3677 
Albuquerque - Amarillo « Billings - Boise + Butte - Casper - Denver 
El Paso + Ft. Worth » Houston + Lincoln (Neb.) + Los Angeles « Ookland 
Oklahoma City + Phoenix + Portland + Pueblo + Salt Loke City 
San Francisco + Seattle + Spokane + Wichita 


CANADIAN OFFICES AT: Calgary « Edmonton + Vancouver + Winnipeg 
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Heads 
Firm's 
Western 
Operation 


David A. 
Kates 





David A. Kates has been named 
vice-president in charge of the West- 
ern Division of The Union Malleable 
Manufacturing Company. Working 
from his Los Angeles headquarters, 
Mr. Kates will supervise sales and 
distribution of firm’s line of pipe fit- 
tings in Washington, Oregon, Mon- 
tana, Utah, Colorado, California, Ne- 
vada, Arizona, Idaho and Wyoming. 
He will also direct warehousing op- 
erations in San Francisco, Denver, 
and Portland, in addition to super- 
vising nipple manufacturing and 
warehousing facilities in Vernon, 
Oregon. 


Joins 
Maytag 
in 


North- 
west 


Harold 
Stevens 


Harold Stevens has assumed the 
newly created position of sales pro- 
motion and advertising manager of 
the Maytag Northwest Company, dis- 
tributor of Maytag appliances in the 
Pacific Northwest. Mr. Stevens was 
formerly in the sales department in 
the Maytag Company’s home office 
in Newton, Iowa. He started at May- 
tag in 1951 in the company’s general 
training program. 
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Ap- 
pointed 
District 
Sales 
Manager 


William A. 
Jordan 


William A. Jordan has been ap- 
pointed district sales manager in 
Southern California and Arizona for 
Stanley Electric Tools, division of the 
Stanley Works, New Britain, Conn. 

Mr. Jordan, who has been a Stanley 
Electric Tool’s sales representative 
for 16 years in California, Arizona 
and New Mexico, is succeeding Joseph 
C. Arend, a 19-year employee of the 
company. 

Mr. Jordan resides in Hollywood, 
California, with his wife. 


Heads 
House- 
wares 
Sales 
Section 


Ben H. 
Rumage 


Ben H. Rumage has been named 
sales manager of the Houseware Di- 
vision of the Chicago Metallic Manu- 
facturing Company. Mr. Rumage has 
been in the housewares industry all 
his life, both as buyer and as sales- 
man. Previous connections were with 
J. L. Hudson Company, Montgomery 
Ward and Harper J. Ransburg Com- 
pany. He brings to his new post a 
fine reputation and a host of friends 
in the industry. 








Announce 


A realignment of sales manage- 
ment responsibilities in the sales force 
of General Electric-Telechron clocks 
has been announced following the re- 
cent announcement that Donald E. 
Perry, clock sales manager had been 
made sales manager for firm’s vacuum 
cleaners. 

Regional managers will assume col- 
lectively the executive functions form- 
erly assigned to Mr. Perry. 

John T. Casey is the Western re- 
gional manager and will assume the 
executive functions in the 11 Western 
States and the Southwest. 


Joins 
Lufkin 
Rule 


J. Bs 
Walsh, Jr. 


J. H. Walsh, Jr., formerly merchan- 
dise manager for the National Retail 
Hardware Association, has joined Luf- 
kin Rule Company as merchandising 
manager. 

In his new position, Mr. Walsh will 
be entrusted with developing and 
carrying out the merchandising poli- 
cies of the company. He had been 
with the hardware association four 
years. 
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Atkins 


Division 
Manager 


y oe & 
Clark 





T. J. Clark has been named North- 
west division manager, Atkins Saw 
Division, Borg-Warner Corporation. 
Mr. Clark, whose headquarters will be 
in the Atkins Portland branch office, 
was most recently with the R. & J. 
Dick Company, Inc., and before that 
he was Northwest district manager 
for the American Pulley Company. 


Joins 
Atkins 
Saws 


Frame 





C. N. “Chuck” Frame, formerly with 
Oregon Chain, Portland, as a special 
representative, has joined Atkins Saw 
Division, Borg-Warner Corporation 
as manager of their Chain Saw De- 
partment. Mr. Frame will be in 
charge of all manufacturing, mer- 
chandising and marketing activities of 
the department. 


Century Names Lackner & Co. 


Lackner & Co., 1468 Galapago, Den- 
ver, has been named Mountain States 
sales representatives for Puritan 
toilet seats, manufactured by Century 
Products, Inc., Cleveland. 
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UND FOR NEW BUILDING 






g 


" Meer 
+ oO 
“ % - ais Pe, 
pane eS" 

















OFFICERS AND DIRECTORS of the Southwest Hardware Company and 
Southwest Holding Corporation recently attended ground breaking ceremonies 
on the site of a 60,000 square foot warehouse and office that will be built in 
Norwalk, Calif. The building will be owned by the holding company, which is 
a company formed within the stockholders of the hardware firm. Participating 
in the ceremonies (left to right) were: Ken Munro; Gifford Smith; Leland 
Pickering; Norman Montague; Arne Kammeier, firm’s general manager; 
Dwayne Larson; Loren Briggs; Herman Weishaupt; Milan Canning; Ed. 
Stroot; Bob Hatcher; Pete Harris and Dean Howe. Below is artist’s conception 
of the new building that will give firm 50 per cent more operating space than 
has been available to firm at their old East Seventh Place plant in Los Angeles. 


CALIF. DEALER WINS HARDWARE RETAILER OF THE YEAR AWARD 





JOHN KNOX, owner of Knox Hardware, Santa Ana, California was chosen 
“Hardware Week Retailer of the Year” for doing the best job of promoting 
irha Hardware Week. In addition to winning the title and recognition Mr. 
Knox was also awarded a new station wagon. Standing in front of the station 
wagon during presentation ceremonies (left to right) are: Joe Knox, partner 
in the hardware store; John Knox; Otto H. Grigg, managing director, Pacific 
Southwest Hardware Association, who presented the keys to Mr. Knox; Gary 
Lockme, Santa Ana Chevrolet dealer, and Lem Hall, Saturday Evening Post 
representative. 


More News About People and Firms On Page 71 
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“pipe it and forget it” 
with YARDLEY PLASTIC PIPE... 








Seal of approval of 
The National Sanitation 
Foundation 


it's approved by 
THE NATIONAL SANITATION FOUNDATION 


for drinking water 





There is one plastic pipe of guaranteed quality—that is 
Always look for 


the Yardley im- 
print on the pipe 


Yardley. Once it’s in, you can forget it! Yardley is made 
of Du Pont “Alathon” 25 . . . the polyethylene resin espe- 
cially formulated for plastic pipe. “Alathon” 25 provides 
higher burst strength and permanent toughness . . . your 











assurance of lasting performance under the most severe 
Du Pont conditions. 

Yardley plastic pipe is easy to identify. Look for Yardley 
imprint on the pipe, the seal of approval of the National 
Sanitation Foundation, and the green triangle tag that cer- 
Look for this green tag cer- j j j j a in. “ ” 

Snstne ak Wadley vibe tifies the pipe is made with all-new resin, “Alathon” 25. 
is made with new resin— 


Du Pont “Alathon” 25, Insist on Yardley—the plastic pipe that gives you 3-way 
protection . . . accept no substitute. 


ALATHON 





io "Ain 
'i} YARDLEY PLASTICS CO. 142 PARSONS AVENUE. COLUMBUS 15, OHIO 


Fin Canada: Daymond Co., Ltd., Chatham, Ont. e Export Sales: F. and J. Meyer, 115 Broad St., New York 4, U.S.A. 
For Details Circle 11 on INQUIRY CARD 
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“NAT” STANDS OUT 


with dress-parade packaging 





Brighten up your fastener shelves and speed up off-the-shelf selection with 

the snap and color of National’s high-visibility labeling and uniform packaging. 
These smart, trim boxes stand out, boldly identifying National quality by their 
glossy red and black finish. Color-coded labels make stock handling easier, too! Colors 
quickly identify fastener types. And sizes are printed large enough to see, even on 


higher shelves. 
Standardize on National’s most complete, accepted 
sales appeal. PP ' a a A 
ae ‘MA vigapecemma i 
Ask Your Distributor...He Knows # 


quality line . . . packaged to stand out boldly for greatest 














3423 So. Garfield Ave., Los Angeles 22, Cal. 
Div. of The National Screw & Mfg. Company, Cleveland 4, Ohio 


For Details Circle 12 on INQUIRY CARD 
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a great new 


FALL PROMOTION 
spearheaded by 
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¥. Sweep it clean... 


witha PARKER Lawn Sweeper 


SWERP YOUR LAWN FLESN. Be one cay pao, 
Seaven, praen Cligymnge alt corte od haw eden: ave 
owegph ip tre BTR thee eater i tthe» to rake them 
SWEEP YOUR LAWN OREEN. tow Parker Secuper 
glen veneers rome grow te bt your lawn brewhe. Ht 
stands cvabgras: ete eid foe 
the: veel: ho sings Fie sever 
<werP dS THE FALL, SOMMER, OR SPRING, \.. 
matter when yum tae aw Packer Sweeper will brane 
yout town, Det a fondertel job ob hearing driers, 
weadk's, osad pratves, tree! 
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Penne fren Be popabir Packer wontebs, Cte al sheers 
ms juied Figihet fier weer bate 


shots LASN SWEEPERS 
kn Papken SWEPPER CORPANY OFCORE APNTE, <prewirecn ome 
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to still higher records. 





The fastest selling wheeled goods on the floor 
... that’s what thousands of merchants said 
last fall about Parker sweepers. 

Additional thousands will say it again this 
fall as the selling power of Life and other big 


circulation magazines is massed to boost sales 


Fall is leaf time and leaf time is Parker 
Lawn Sweeper time. Cash in on the desire to 
keep lawns clean and green by displaying 
America’s No. 1 lawn sweeper... PARKER. 


Only PARKER gives you 


all these features 


» 


Unquestioned product quality 

A complete line ... manual and 

motorized models 

Beautiful new product colors 

Aggressive national advertising 

Co-op advertising assistance 

Demonstrator plan 

Protected pricing 

Improved display package... one 

completely assembled unit to a 

carton 

Sales Aids: stuffers, mats, TV 
W¢ 


displays, etc. (all fres 


PARKER SWEEPER COMPANY, SPRINGFIELD, OHIO 
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WASHING’ 


——By N. R. REGEIMBAL 


or WESTERNERS 





Chilton News Bureau, Washington, D. C. 


Mammoth Highway Program Will Alter Western 
Selling Patterns; Some Retailers May Be Hurt 


Important changes in the buying patterns of Western consumers 
—and thus in the wise merchant’s selling patterns—will develop 
over the next decade as the nation gets its biggest single public 
works operation, the mammoth $52 billion road building program, 


under a full head of steam. 


In addition to the obvious 
benefits from the program such 
as reduced auto injuries, easier 
travel for shoppers, and a gen- 
eral lift to the economy, there 
are aspects which may hurt a 
few retailers. 

In some cases, the new super- 
highways will go through cities 
and towns, thus helping restore 
life to many downtown areas. In 
other instances, the new roads 
will skirt existing business dis- 
tricts, and create new shopping 
areas. Businessmen should work 
closely with state highway offi- 
cials to make sure the $15 bil- 
lion earmarked for urban high- 
ways will be used to best ad- 
vantage. 

Only about 15 pct of the 
41,000 miles of new interstate 
highways will be over existing 
routes, and the remainder will 
involve entirely new rights-of- 
way. When a new road cuts 
through existing commercial 
property, the state highway 
agencies will have to buy the 
property. But the program con- 
tains no provision for reimburs- 
ing businessmen who find them- 
selves on abandoned or little- 
used roads as a result of high- 
way relocations. President 


AUGUST 1956 


Eisenhower, in vetoing recently 
a special bill to help one retailer 
thus damaged, commented that 
the government can’t guarantee 
secure property values. 

Merchants will have some 
higher costs as a result of the 
big highway spending program. 
The entire $33 billion federal 
portion of the costs will be paid 
for by higher taxes on gasoline, 
trucks, and tires, increasing the 
cost of delivery. In addition, the 
costs of shipping bulk goods will 
go up, so freight bills for truck- 
shipped goods will also rise. 

Gov. Ed Johnson and Sen. 
Eugene Millikin, both of Colo- 
rado, are leading a fight by their 
state and Utah to get the gov- 
ernment to agree to use about 
500 miles of the remaining 1,000 
miles of mileage yet to be allo- 
cated to extend the East-West 
highway from Denver to Salt 
Lake City to complete the coast- 
to-coast link and aid expansion 
of that area. 


MINIMUM WAGE extension 
to retail and service operations 
will be a more serious possibility 
next year... The larger depart- 
ment and variety stores and 
chains are seriously considering 





ending their opposition to pro- 
posals to include some retailers 
in the minimum wage-hour law 
on the theory that they pay the 
minimum anyway, and would 
like to lose the stigma of “low 
wage industry” ... This would 
take some of the most energetic 
and wealthy opposition out of 
the fight. 


RECREATION area develop- 
ment in the West will boom... . 
The U. S. Interior Department 
has plans under its 10-year 
“Mission 66” program for $10 
million worth of development in 
Montana; $1.2 million in New 
Mexico; a whopping $25 million 
in California (the latter pro- 
gram is being vigorously backed 
by Sen. Thomas H. Kuchel, R., 
Calif.), and $30 million for Yel- 
lowstone Park... An extra $2.7 
million is being doled out to the 
states for wildlife restoration 
this year ... The new highway 
program will provide about $25 
million for forest roads, on top 
of a record $4 million Congress 
has approved for improvements 
of public camp areas in national 
parks. 


ELECTRIC GOODS SALES 
in the West should get another 
lift from Congressional action 
increasing the Rural Electrifica- 
tion Administration loan fund 
by $44 million, bringing to $214 
million the amount REA will 
have in the next year to lend 
co-op power groups to bring 
electricity to presently unserved 
rural areas. 
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PACKAGED with a PLAN FOR PROFIT! 





Let Southern Screws and Bolts put on a “hardware 
show” right on your own shelves! That's what South- 
ern’s famous “EZ to Cz, labels do for hardware and 
building supply dealers all over America every day. 


In addition to complete printed description, Southern’s 
“EZ to C% labels provide quick, positive package 
identification THREE WAYS: 


e By Keyed COLOR 
e By Keyed SILHOUETTE 
° By Keyed BORDER DESIGN 
























nee SOUTHERN SCREW CO 

ROUND HEAD 
Strong, colorful, soil- and moisture-resistant boxes 
protect the quality of Southern Screws, Assure your- 
self that your customers will come back and buy more 
screws as well as related items—by selling Southern 
Screws. 


Stock the complete Southern line—the fasteners that 
are packaged with a plan for profit! 









es eee 5 


Wood Screws @ Stove Bolts ¢ Machine Screws 
AGB Tapping Screws @ Roll Thread Carriage Bolts 
Dowel Screws ¢ Hanger Bolts sp 
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Warehouses: 
NEW YORK - CHICAGO 
DALLAS + LOS ANGELES SCREW COMPANY 


STATESVILLE ° NORTH CAROLINA 





Sold Through Leading Wholesale Distributors 
For Details Circle 14 on INQUIRY CARD 
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Dealer survey shows Eclipse reputation for 
fair dealing an important factor in making it 
a profitable line —year after year 


Fair dealing can mean many things; but to Eclipse, it means a working policy to protect 
your profits as a dealer. This, according to A. E. Clausen, Sales Manager of Eclipse, 
is the guiding philosophy behind the Eclipse dealer franchise: that a dealer has a 
right to make a good profit. A great deal of advertising today is directed to dealers, 
talking loosely about sales and profits. But as the mower business gets increasingly 
competitive, it’s time for all alert and progressive dealers to stop and take a long, 
objective lcok at the lines they are now selling It’s time to ask yourself the important 
question: are the lines you sell really profitable? 


What about discount selling? 


Eclipse is firmly opposed to the widespread practices of price cutting. When a dealer 
reduces the price, he’s cutting his own profit And—as profit protection to its dealers— 
Eclipse selects only dealers who share this belief. This is one practical way Eclipse 





Eclipse Now Offers a 
Choice of 3 Starters 


Here’s a real sales advantage to help 
you get more customers! And in ad- 
dition to the choice of starters, Briggs 
& Stratton engines are more powerful 
than ever—“hushed” with a new low 
tone muffler. 


ROPE STARTER—There 
are many people who 
still prefer this fool- 
proof, time-tested 
starter. You have it! 


RECOIL STARTER—Im- 
proved type recoil 
starter an optional 
extra. (Regular rope 
can be used on reel 
type mowers in emer- 
gency.) 


ELECTRIC STARTER—Just 
touch plug to 11l0v 
outlet and gasoline 
engine starts imme- 
diately. (Starts with 
rope, too!) 
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works to maintain your profit. 


Other reasons for selling Eclipse 


When you handle Eclipse, there’s a 
single, convenient source for all your 
mower needs. The complete line in- 
cludes 12 reel, rotary and sickle bar 
power mowers and 9 hand models. 
Remember, too, Eclipse is a name people 
know and trust... you get excellent dis- 
counts... practical sales aids...impor- 
tant and exclusive mower features... 
good service facilities ...strategically 
located warehouses...an iron-clad 
guarantee that assures customer satis- 
faction ...and repair parts are always 
available—for any Eclipse mower ever 
made! 


New Sales Aids Make 
Selling Eclipse Easier 


Eclipse believes in good, old-fashioned 
“hard-sell” in the promotional material 
offered its dealers. That’s one reason 
Eclipse dealers find the special broad- 
sides real sales-builders—not only for 
mowers—but for related items in your 
store as well. In addition to these power- 
ful broadsides, free newspaper ad mats, 
folders, envelope stuffers, window signs, 
etc, television film is now available—to 
dramatically demonstrate Eclipse reel 
and rotary power mowers-—right in your 
prospects’ homes. Plan now to use TV 
“spots” in your town. 

For Details Circle 15 on INQUIRY CARD 





10 Good Reasons More 
~ Dealers Now Sell Eclipse 








New low-cost mower 


The 18” Bel-Mar reel type power mower 


is a low price traffic builder that can 
bring extra sales and profits your way. 
Quality construction throughout and 
equipped with 4-cycle Briggs & Stratton 
engine. Attractively finished in weather- 
resistant sea blue and red enamel. Just 
one of 21 mowers in the big Eclipse line. 
The Eclipse Lawn Mower Co., Prophets- 
town, Illinois. 


Convenient Eclipse Distributors: 


ARIZONA 

Mallco Hardware Distributors 

CALIFORNIA 
los Angeles California Hardware Company 
los Angeles Hardie Manufacturing Company 
long Beach American Wholesale Hdwe. Co. 
Pico Co-Agencies, Inc. 
Stockton Austin Brothers 
San Diego McBride Distributing Company 
Son Francisco Baker & Hamilton 
San Francisco A. J. Glesener Co., Inc. 
Son Francisco J. W Jewett Company 


COLORADO 


Phoenix 


Denver Barteldes Seed Company 
Denver Hassco, Inc. 
IDAHO 
Boise Davis Supply Company, Inc. 
MONTANA 
Billings Winter Hardware Company 
OREGON 
Portland May Hardware Company 
UTAH 


Salt lakeCity Porter-Walton Co. 
Saltloke City Strevell-Paterson Hdwe. Co. 
WASHINGTON 


Seattle Hardware Distributing Co. 
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Merchandise Now In The News 












130—AQUA-SITTER’ automatic fish 
feeder feeds fish regularly every 
twenty-four hours, relieving fish en- 
thusiasts of all anxiety even when the 
family is away for weeks at a time. 
Feeder consists of a self-starting mo- 
tor and hopper into which food is de- 
posited and mounted with clamps to 
top of tank. Can be adjusted for fast 
or slow feeding.—Roben & Jones In- 
dustries, Ine. 


131—BATTERY -POWERED utility 
lantern is powered by an engineered 
two-in-one battery which is its own 
battery case. Ideal for fishermen, 
campers, boating and all types of 
outdoor sports use, as well as spare 
emergency light around house or car. 
Safe and convenient to store and use. 
Complete with battery, lantern sells 
for $8.95.—Burgess Battery Company. 
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132—NEW LOOK in brass padlocks is 
Slaymaker’s “Terrapins” featuring a 
distinctive “lie-flat” contour, and a 
heavier shackle. Three of the locks 
are double warded and three contain 
Slaymaker’s super tumbler mech- 
anism. The Nos. 55, 75, 95, 68, 78, 
and 88 are six brass locks given the 
new look. Locks range in price from 
50¢ to $1.35 each.—The Slaymaker 
Lock Company. 





133—VERSATILE W & H molder- 
planer for precision planing and pat- 
tern work operates as open style unit 
which allows processing stock of any 
width. Head is easily raised, lowered 
and locked into a fixed position. Com- 
plete with combination chip breaker, 
deflector and hold-down. Requires 
few minutes to change from molding 
to planing and to chanve molding or 
pattern cutters. — Worden Industries. 














134—FIVE new hinges suitable for 
cabinet work in kitchens, game rooms, 
dens and libraries on both painted or 
natural wood surfaces are available 
in dull black, old copper, and relieved 
iron finishes. Hinges are for flush or 
% in. lipped doors, and a semi-con- 
cealed hinge is designed for % in. 
doors with a % in. inset. All applied 
full surface, not mortised.—McKinney 
Mfg. Co. 





135—CERAMICLOCK is decorated in 
hammered-copper glaze which har- 
monizes with the copper clad utensils 
prominently displayed in modern 
kitchens. All semi-porcelain case 
cleans like china. The clock is 
quickly wall-mounted, or can be re- 
cessed if desired. Comes packed in 
handsome display carton, complete 
with electric cord and brackets for 
easy hanging.—Kenwood Ceramics. 
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136—DURAFLEX THRESHOLDS 
have durable aluminum base, flexible 
vinyl arch that provides positive seal- 
ing under all conditions. Hugs both 
the floor and the door to block out 
rain, snow, dust, draft, insects, ete. 
Firm has colorful eye-catching alumi- 
num floor display that compels atten- 
tion, and becomes a whole threshold 
department in a 2 ft. x 2 ft. space.— 
The Duraflex Company. 





{ : 
137—IRON-MIKE is a 312 in. portable 
power hacksaw that cuts everything 
up to and including three-inch steel 
pipe. Weighing only 16 lbs without 
motor, it can be moved almost any- 
where for on-the-job cutting. An ideal 
unit for the home workshop, farmers, 
plumbers, electricians, etc. Works 
automatically and unattended, mak- 
ing uniform straight cuts. Retails 
for $34.95.—Arco Mfg. Co. 


AUGUST 1956 


138—WAFFLE MOLDS of cartoon 
characters featuring Bugs Bunny, 
Sylvester the Cat and Tweety the 
Bird, appeal to youngsters and adults 
alike. Molds of alloy aluminum are 
easy to use and teen age children can 
safely produce their own confections. 
Molds are filled with waffle mixture 
and dipped in hot shortening for cook- 
ing. Recipe and instruction included. 
—David M. Cook & Associates. 





139—PORTABLE Electresteem radia- 
tor for den, nursery, garage, etc., op- 
erates with complete safety, eliminat- 
ing fumes, open elements, piping and 
overheating. Heat circulates gently 
and quickly, heating every corner of 
room. Unit is rugged with no moving 
parts to get out of order. A portable 
thermostat control with $9.95 retail 
value is offered with each radiator.— 
Electric Steam Radiator Corp. 
























140—“WARM-DRI” 


towel 
racks are heated by a 50-watt element 
within the tube to provide enough 


electric 


heat to make towels warm. Solid 
brass bars and brackets are chro- 
mium-plated to enhance any bath- 
room. Red signal light tells when cur- 
rent is on.—Hall-Mack Company. 





141—SAFETY FLASHLIGHT KIT 
for home and road contains two flash- 
lights and four batteries. The light 
for the home provides a bright light 
for repair work, ete. The flashlight 
for the car has red lens ring that 
casts red glow from sides and white 
beam straight ahead.—Ray-O-Vae Co. 





142—GUTTER-GUARD, of non- 
rusting unbreakable polyethylene can 
be shaped to fit either 3 in. round, oval, 
or rectangular downspouts. Priced 
to retail at 2 for 69¢, units are pack- 
aged to create impulse buying. Keep 
downspouts free of leaves and debris. 
—Kent Plastics Corporation. 
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Handsome display takes vises 
from shelves . . . puts them 
where they sell themselves. 
Minimum space, Holds 6 big 
Milwaukee vises. Measures 38” 
high, 24” wide, only10” deep. 
Real aisle saver! Today, get 
details on three different deals 
-..one fits your traffic volumel 





NEW RED 
GIANTS. 
No. 807, 4”* 


No. 808, 5”* 





No. 805, 31/2”* 


No. 806, 4”* 
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No. 822, 31”* fm 
No. 823, 41/,”* 





*Jaw Width 


MILWAUKEE TOOL 


& EQUIPMENT CO. 
2783 S. 29th St. @ Milwaukee 46, Wis. 


For Details Circle 16 on INQUIRY CARD 
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RUGGEDLY CONSTRUCTED, Mur- 
ray Ohio’s M-506 deluxe park cycle 
features a 14%” heavy-gage steel 
frame, new type, removable crossbar, 
and 16” ball-bearing wheels. The Mur- 
ray Ohio line includes 8 park cycles 
in 10, 14, 16 and 20-inch sizes—Mur- 
ray Ohio Mfg. Co. 


For Details Circle 161 on INQUIRY CARD 





THE WONDER MARE, newest model 
in line of spring-suspended hobby 
horses is available with optional wood 
or metal base. The complete line of 
four Wonder Horses is designed for 
age groups 1-7 and covers a price 
range from $10.95 to $29.95.—Wonder 
Products Company. 
For Details Circle 162 on INQUIRY CARD 





TRIM-A-TRIKE, do-it-yourself tri- 
cycle decorating kit is complete with 
foam rubber seat cover, plastic handle 
bar grips, chromed bell, motor noise 
maker and crepe paper for decorating 
new trikes or renovating hand-me- 
downs. Units fit trikes and bikes up 
to 20” wheel diameter—The John 
Badal Company. 
For Details Circle 163 on INQUIRY CARD 
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PLAYTIME SUPER MARKET, de- 
signed with realistic tile front and 
spacious shelves, stands over five feet 
tall, and comes supplied with minia- 
ture packages of famous brands to 
give kiddies a full stock. Assembly 
requires no pins, staples or gum tape. 
—Toy Master Products Company, Inc. 
For Details Circle 164 on INQUIRY CARD 





YOUNG AND OLD ALIKE will en- 
joy Tru-Action electric baseball game, 
where players run bases, bat left or 
right handed, hit line drives, flies or 
bunts, and throw out runners from 
where the ball lands. Operates on 
110 volts, 60 cycles, A.C. only.—Tudor 
Metal Products Corporation. 
For Details Circle 165 on INQUIRY CARD 





HOLIDAY HOUSE cake form of 
bright, natural finish aluminum bakes 
gingerbread houses to perfection. The 
4-piece form is easily put together 
and later taken apart to remove cake 
without sticking. Both home recipes 
or ready mixes can be used.—Mirro. 
For Details Circle 166 on INQUIRY CARD 


HARDWARE WORLD 




















The Line with More 


FOR INDEPENDENT DEALERS! 


SELL THE 


(eee 


MARTIN 


WARE 


Order Today from Your 
MARTINWARE WHOLESALER 


Billings Hdwe. Co. ; Billings, Mont. John es Haweeco. Milwaukee, Wis. 
Drake Hdwe. Co. Burlington, lowa Rogers & Boldwin: Hawe. Co. Springfield, Mo. 
Dunham, Carrigan & Hayden Co., San Francisco, Cal. Salt Loki Herdware Co. Grand Junction, Colo.; 
Farwell, Ozmun, Kirk & Co. St. Paul, Minn. Boise, tesho: Solt Letke City, Utah 

Hassco, Inc. Denver, Colo. Seattle H .. Cee Seattle, Wash. 
Inland Hardware Co. Pasco, Wash. Strevell- Pols 30 : : Salt Lake City, Utah 
Janney-Semple-Hill & Co. Minneapolis, Minn. Townley Méfs e360. Kansas City, Mo. 
Jensen-Byrd Co. Spokane, Wash. Union Hdwe i oo Los Angeles, Cal. 
Luthe Hdwe. Co. Des Moines, lowa Isaac Walke Rete. ere, Peoria, Ill. 
May Hdwe. Co. Portland, Ore. Wright & Wilteh Rn dN Omaha, Neb. 


‘a 


ENE ETE PETC 





GENERAL METALWARE COMPANY 


Minneapolis 13, Minnesota 





For Details Circle 17 on INQUIRY CARD 
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Cold-heading machine, precisely 





* 5 2 Ps 
forms perfectly headed fasteners from coil of wire. 


How you get top quality bolts... 


hy TAKES three things. Proper quality material to start 





set up, 


with . . . superbly equipped plant .. . and long-time 
experienced men to make the machines produce strong, 
well formed fasteners, by the millions .. . each one same 


as the next. 

That describes what’s back of every RB&W fastener. 
And that’s why all your customers for RB&W machine 
bolts, carriage bolts, stove bolts, and lag bolts stay satisfied 
customers. 


WHAT THE RB&W DISTRIBUTOR OFFERS YOU 





1. The most complete line in the field 





2. Top quality throughout the line 





111th year 
3. Complete reliability of supply and product 


4. Fast, accurate and friendly service 


5. The original upside-down package — extra strong 
for no-spill, quick, easy handling 


Next time you order, make sure to make it the RB&W line. 
Russell, Burdsall & Ward Bolt and Nut Company, P.O. 
30x 3336—Terminal Annex, Los Angeles 54, California. 


DISTRIBUTORS FROM COAST TO COAST Plants at: Los Angeles, Calif.; Port Chester, N. Y., 


Coraopolis, Pa.; Rock Falls, Ill. 
For Details Circle 18 on INQUIRY CARD 
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Make Operation Home Improvement 
More Profitable This Fall...Feature 


REYNOLDS Do-it-Yourself ALUMINUM 


STORM WINDOW ITEMS 


Get This Complete Home Improvement 
Promotional Package for Your Store 







































ro 
a * New Window Display with —, 
pea a9 ‘ AUMNU Actual Storm Window- 
a See - Screen Samples 
Se coe oO Ree 
ie yi e See * FREE How-to Sheets on 
ss , 3 2 Storm Sash Construction 
i 2 
jon - os * Ad Mats for Your Own 
= ‘ he Tie-In Advertising 
lersnedtetoen tee YO | * Pennant Set for 
se ee Overhead Display 
STIONE 
uae 
5 
5 + New York City 
: i sities | eo}: je 
Reynolds Do-It-Yourself National advertising will tie-in fi / 
to the rapidly growing Operation Home Improvement tales , 


movement. Your own displays— centered on the new 

sample window display — will complete the promotional 

circle to bring storm window customers into your store 

for complete materials. And you can make every aroware 8 
sale a big ticket sale. orner Lo 0 


Gad ropltebir, Customers will be getting 


your name from Western Union Operator 25 


REYNOLDS METALS COMPANY, 2469 SOUTH THIRD STREET, LOUISVILLE 1, KENTUCKY 


For Details Circle 19 on INQUIRY CARD 
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LilShanpy 


Here’s the biggest Li’l Sharpy dealer-consumer pro- 
motion in our history . .. with 3 consumer-tested 
volume sellers that are needed in every home. 


Lil Sharpy . 


DE LUXE KNIFE SHARPENER 


Employs the one true method of correctly sharp- 
ening all knives. Sturdy, comfortable handle, red 
and white baked enamel finish. Individually packed in six-in 
self-selling display. The favorite in millions of homes, 








Bay 
a 


pi ny 





This is Lil Sharpy Wall 

Model version, for the most perfectly honed 
edges every time. Two-color unit in self-service pack that mounts 
on pegboard, stands in bin, SELLS EVERYWHERE. 


LitlSharpy 


HOME SANDER KIT 


3 properly balanced tools for 
corner, contour and flat sand- 
ing. Permanently-treated, 
pressure-sensitized rubber cushion 
makes any sandpaper “float,” cut many 
times faster, last much longer. Paper changes in- 

stantly. National award-winning counter display package. 





Get 13 for the price of 12! On the entire Li’l 

Sharpy line . . . Home Sander Kits, Deluxe and 
Jr. Knife Sharpeners . . . for every 12 units you order from 
your jobber, at regular discount, you'll get a 13th unit abso- 
lutely free of extra cost. Order a gross, get 13 dozen... order 
12 carloads, get 13 carloads. 


HURRY! HURRY! This Baker’s Dozen offer will apply to 
every order you place with your jobber between now and Sep- 
tember 15, at which time it must be withdrawn. ORDER NOW! 


Lit Sharpy MEANS FUTURE BUSINESS 


National magazines, TV and newspapers will be telling your 
customers about Li’l Sharpy products. Take advantage of this 
promotion NOW ... with your displays and advertising. Mats, 
glossies, fliers, TV films available upon request. 


MILWAUKEE FILE CO. 1575 W. Pierce St. 


Four Generations of File Engineering 
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26 





Milwaukee 4, Wis. 


ARMSTRONG Products 
for Glazing-Caulking-Sealing 


| Scientifically Compounded and Tested 
in Our Research Laboratories 
| and in the Field 


<a 


PLASTIC 
GLAZING 


COMPOUND WA 


For Wood or Metal Sash 





i ; om. 
* ARwstrowe comPee! 


a 





Cut down on inventory, save shelf space and make a 
larger profit on every sale with “33” the 2-in-1 glazing com- 
pound. Replaces two grades of putty. 

“33” stays elastic and keeps the bond between glass and 
sash permanently intact. It doesn’t crack, crumble or chip. 
Maintenance is held to a minimum during the entire life 
of the sash. Excellent utility item for patching nail holes 
and cracks before painting and setting plumbing fixtures 














For the 
Home Handyman 








Point out to customers the big advantages of 
“Rely-on” ... 1, its many uses—eliminates drafts, dirt, 
insects, rot, unsightly holes and cracks, inside and out... 
2, it adheres to practically any surface—wood, brick, glass, 
stone, tile, cement, masonry, plaster . . . 3, does not dry 
out and become rock-hard; will not crack, chip or crumble 
—stays permanently elastic. 


KWIK-SEAL 


BATH TUB and 


















































ai “* 
panna 
S 4 ys 
TIL : SE “ LER nas 3 
asy to ty 
Highly Profitable 4 RZ ca 


Your ea is not complete until you stock 
Kwik-Seal—a fast-moving item that literally 
sells itself. 


Packaged in big 6-o0z. tubes, it’s the answer for sealing 
cracks around bathtubs, lavatories, and kitchen sinks. Ex- 
cellent for filling nail holes and cracks in walls, window 
frames, and baseboards. Kwik-Seal adheres to practically 
any surface—plaster, glass, tile, cement, wood, wallboard 
or metal. Dries fast with smooth, satin-white finish, and 
will not chip, crack or crumble. 





See Your Jobber or Write to Us 
Direct for Additional Information 
on these Armstrong Products. 





THE ARMSTRONG COMPANY 


1001 East 103rd Street Chicago 28, Illinois 





OTHER PLANTS: Detroit « Dallas ¢ Richmond, Calif. © Charlotte, N.C. 
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Get greater mark-up and 
faster turnover with PYREX ware! 


THE TOP LINE IN THE FIELD ALSO GIVES 
YOU A BIGGER MARGIN OF PROFIT 






AN independent housewares survey proves 

that PYREX ware not only gives you a 
greater than average profit margin—it also 
gives you double the average turnover! 


@ You get this faster turnover with PYREX 
ware because it’s practically a household 
word to women everywhere. They know 
PYREX ware lets them freeze, cook, serve 
and store food in the same dish. They know 
how easy it is to wash clean, which cuts down 
on dishwashing time. They know how strong 
and durable it is—how it never seems to show 
wear, even after years of hard use. 


@ That’s why your customers have made 
= Siete °F main PYREX ware the top line in the housewares 
e field. And that’s why you’ll do well to stock 

the full line of PYREX ware and display it 
where your customers can see it and buy it. 








— 
Only PYREX ware gives you New PYREX Instant Coffee Maker 
all these advantages! gives you new profit opportunity! 

1, Top consumer acceptance. PYREX ware wil bo iotondensd lth Snae-enler tegan te lalla 


is the acknowledged leader in the field. 


national magazines during October and November. 
” a This means a great, new profit-making opportunity 
2 Complete line. There’s a PYREX ware for you. To get the information you need to get 


dish for every cooking need. your share of sales . ... 
More mark-up. PYREX ware gives you MAIL THIS COUPON NOW! 


greater than average margin of profit. Corning Glass Works, 


Consumer Products Division, 


4 Nearby distributor. You get almost im- ee 


r 
| 
« ‘ 5 ° | Please send me full information concerning the new PYREX 
mediate delivery, which means faster | Instant Coffee Maker. 

| 

| 

| 

| 

| 

| 


turnover with a controlled inventory. 








Name 
5. Negligible mark-downs—and no workroom Cie. Sane 
costs. 
Town, oa dasba lh bla oe Rie ok PEGE) ie RE 











CORNING GLASS WORKS, CONSUMER PRODUCTS DIVISION, CORNING, N. Y. 
VISIT THE CORNING GLASS CENTER, CORNING, N, Y. “PYREX" is a registered trademark in the U. S. of Corning Glass Works, Corning, N. Y¥ 
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* MARK UP 
ICES 


ee 


BOKER tools are as finely made as the famous BOKER 


TREE + BRAND Cutlery ... from special analysis, 
chrome vanadium steel—every tool load-tested, diamond- 
tested for hardness, and accurately machined. Your cus- 
tomers will go for them! 












+275C -— 7” — 10% 
12a" sizes 

Heavy duty Combination Pattern Snips will 
cut curves as well as straight lines. Other 
patterns and sizes also available. 


6507 10° size 


Wrench — cannot 
slip. Forged ribs 
and grooves. 






(eo) =5332 — 6” and 7” sizes 
A popular Long-Nose Plier with keen side 
cutters. For electrical, radio and telephone 
work. The all around home tool, 


#5612 - 6” — 72” - 
82" size 

Heavy duty side cutting Plier widely used 
by linesmen and electricians and for 
maintenance repair. 


35179 — 41" — §" — 6” = 
7V2" sizes 

Diagonal cutting Plier used by 
telephone, radio and electrical 
workers, ‘‘Do-it-Yourselves’’ and 
for general maintenance repair. 








SEW — a” — 6" — 
8” — 10" — 12” sizes 
Chrome plated finish, spe- 
cial alloy steel thin 
Wrench, Exceptionally 
strong. 






$82 — 10” size 


Compound action Aviation Type a Tile 
metal Snips. B1 cuts left; B2 cuts - 


right; B3 universal straight cut. A POST 


Recognized Value 
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THE NEW 


HM 50 


ELECTRIC 


PUTTY SOFTENER 


Practically every hard- 
ware dealer, paint dealer and ‘ N 
lumber dealer is familiar with \\ 
the advantage of the 


| RETAIL 


|| FLETCHER electrical putty 


| softener. Now for the first time $3 50 

a similar tool is offered to the P 

Senin: Cerner. IN THE U.S. A. 
The HM 50 is priced within the means of : 

any handy man who prefers to do his own reglazing. 

He will gladly purchase this tool to save himself 

the long tedious job of chipping out the old hard- 

ened putty bit by bit. 


This do-it-yourself model measures 97s” x 
4” and weighs 9 oz. for shipment. Its wattage is 250 
and operates on 110 volts A. C. Each softener is 
individually packed in an attractive dsplay box. 


THE FLETCHER-TERRY CO. 


833 SOUTH STREET ° FORESTVILLE, CONN. 
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ahyone 
~ you know ? 


(IT’S MRS. BOB CUMMINGS!) 


1. You know her from Sunset magazine 


. .. where she, and other Hollywood 
“names” appear every month in a strik- 
ing, full-page, 4-color ad pre-selling 
your customers on General Paint. In 
fact, it’s the single biggest paint cam- 
paign ever to run in Sunset. 


2. You know her right in your store 


... where she helps, via colorful dis- 
play material, to focus the attention of 
Sunset readers on the paint values you 
offer. Every piece is designed to do a 
specific job, i.e., flag down sidewalk 
traffic, build interest in General Paint, 
pull prospects into your store. Ask your 
General Paint man for the details. 





Look for me in the 
August issue of Sunset 
selling your prospects 
on General Paint 











Some hard-headed facts for hardware dealers— General Paint gives more mer- 
chandising help to hardware dealers than any other paint “name” in the 
business. For General alone offers a merchandising plan that helps you sell 
not only paint, but a wealth of other hardware items. Let the General Paint 
representative show you what we mean. 


General Paints 


GENERAL PAINT CORPORATION. Deaiers and branches throughout the West and Southwest. 
Administrative office: P.O. Box 3474 Rincon Annex, San Francisco 19 
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CUMBERLAND 


CAMILLUS and you sell for profit 
has the edge 4 a complete line of hunting and fishing clothes 


The new Cumberland line is that extra something you've 
been looking for to give profits a shot-in-the-arm in — 

q A premium line without premium prices, yet the 
, ed — wr ome _ pa shortest but most complete line on the market. Your 
ing Camillus pocket knives .. . and no stocking and handling problems are simplified while 



































wonder more dealers are ringing up Cumberland contains every piece of clothing a hunter 
sales from the complete Camillus line. or fisherman needs. 

Constant, aggressive promotion — in Cumberland is fast becoming the choice of sportsmen 
magazines, displays, dealer aids—as- everywhere. Cash in on this popularity and big de- 
sures quicker turnover and MORE mand. Get Cumberland from your jobber today or 
PROFITS. sy aan 


Every Camillus knife is guaranteed 
precision-made for customer satisfac- 
tion. The product of fine American crafts- 
manship, Camillus is the quality line 
that sells itself, earning steady, certain | 
profits for you. 


anal 


Blades of high-carbon 

cutlery steel - hand-honed 

for keenest cutting edge 

mm | °© Unbreakable handles and 
\ solid riveted bolsters 

° Mirror-like finish for best 








: appearance 
“4 
"\  FREE—ATTRACTIVE | #1760 #1687 
DISPLAY CASE NO. 56-24 } DEER HUNTING VEST HUNTING COAT 
First in the profit line and the first line Here's the perfect coat for early Fall 
¥ . H H | of defense against trigger-happy wear and early Fall profits. Made of 
Glass front panel with limed oak frame displays Sattecs. etait sed oulue Guns Uae S on, ME Se, cherepenet 
24 knives, each identified by number and price, | comfortable wear over heavy or finished in Brush and Bramble Brown 
with all blades open. Fits into locked storage com- lightweight i gr Sena duck wee. Fenty of pockets P sam big 
| with two sets of front buttons for ad- jood-proof game bag. ussetted 
parenent base or can be used as wall or window justoble closure. Sizes: Small and and ventilated arm holes. Rein- 
display. Large. forced shoulders and pockets. 








NATIONALLY ADVERTISED 
IN 

@ POPULAR MECHANICS 

© FIELD. 3 STREAM 

@ FARM JOURNAL 


HUNTING 


raw CAPS 
“A Anniversary, 
é #770 #771 


A complete line of Cumberland caps can mean addi- 
tional profits. All styles and sizes to match the clothes. 
Plaid lined and available with or without ear flaps. 


NO. 76 
PREMIUM 





For complete 
information 
write Dept. HW-8-56 





CAMILLUS 


CUTLERY COMPANY 








THE AMERICAN PAD & TEXTILE CO. 





CAMILLUS, N. Y. : Sportswear Division 
w qe Lotte 
es GREENFIELD, OHIO 
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Easver TO CUT 


After making several test-cuts on four 
well-known brands of single-strength win- 
dow glass, identified only by letters, Mr. 
H. W. Gemmel of Inglewood Hardware 
Company, Inglewood, Calif., picked “‘B” 
as the easiest to cut. L‘O-F was ‘“B”. 
28 out of 30 dealers who made this now- 
famous “blindfold test’’ picked L°O-F as 
easiest to cut! 


Frasver to set 


This L-O-F label identifies quality glass 
wherever it is seen. People know this label- 
it is appearing 216 million times in 1956 ad- 
vertising alone! And every time it appears 
it adds to the already strong preference for 
L-O-F glass. This preference means faster, 
easier sales for you. 


Easver 
TO MERCHANDISE 


This 17” x 7” window banner has a white 
background with bold blue letters that re- 
mind your customers to buy window glass 
when they need it. Order WG-31 now 
from your Libbey-Owens‘Ford Glass 
Distributor (listed under “‘Glass” in your 
phone book), or write to Dept 6986, 
Libbey-Owens‘Ford Glass Company, 608 
Madison Avenue, Toledo 3, Ohio. 


SOWENS-FORD coe easy-to-cut WINDOW GLASS 
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No question about it... you 
can’t sell what you don’t have. 
But with a Richards- Wilcox cata- 
log at hand—you possess a com- 
prehensive, ready reference to 
help you keep in-stock on the 
fastest selling door hardware 
items in the R-W line. 

Not only does this compact 
catalog contain all the necessary 


Send For 
Your 


FREE 


‘CATALOG 
A-91-LP 


TODAY! 


Studding sockets 
track door hangers 


oo aa 
You keep in-stock 


on R-W door hardware 


.. WATCH SALES SOAR! 


NAIL DOWN 
R-W HARDWARE LINE 


Garage door hardware @ Garage, factory and warehouse hinges @ 
Door latches and bow handles ¢ 
@ Silver Streak house door hangers ® 
e 





Rw 


technical information—it also 
includes features, prices, sizes to 
help you give concrete answers 
to customers’ ‘‘most asked’’ 
questions. 

Help yourself to a bigger share 
of door hardware sales! Write 
now for your free, illustrated 
R-W Door Hardware Catalog 
A-91-LP. 


SURE SALES WITH THE 


Door binders & stay rollers 
Trolley 


Barn Door hangers ® Hardware sets for 


single and double straight sliding doors ® R-W Aut-O-Dor electric 


operators for residential & industrial doors ¢@ 


A HAR GER FOR a ie 


ox Mf 


Richards-Wilcox Mfg 


A 


R-W fire doors 


:0O. 
THAT rs 


SLIDE 


Branches in Principal Cities 


330 W. THIRD STREET, AURORA, ILLINOIS « 


32 


| 


R-W No. 999 
Overhead Garage Door Hardware 


is a top quality set constructed of 
premium materials, including all 
accessories. You can sell this set 
with the assurance of complete cus- 
tomer satisfaction. 


R-W No. 262 
Steel Studding Sockets 


are the modern way to secure stud- 
ding in farm, goroge, and other 
structures built over concrete floors 
or foundations. Stops split or shrunk- 
en sills; helps buildings stay stronger 
years longer. 


R-W No. 1019 
Silver Streak 
House 
Door Hangers 


ore all-steel, single-wheel, precision 
ball bearing adjustable hangers for 
sliding closet or cabinet doors 
weighing up to 100 Ibs. The finest 
vanishing door hardware available 
... the standard of quality instead 
of price. 


R-W No. 20-2 
Trolley Track 
Door Hangers 


give efficient, de- 

pendable action 

on sliding doors 

weighing up to 

300 Ibs. Hangers 

adjust vertically 

or laterally for perfect installation 
on barn, garage or warehouse 
doors up to 2%” thick, 


Electric Operators for Residential 
and Industrial Doors have attained 
universal acceptance because of 
their adaptability, dependability, 
durability. Savings on heat, con- 
ditioned air and labor soon pay 
for the initial investment. 


SLUDING DOOR HANGERS & TRACK © FIRE DOORS & FIXTURES © GARAGE DOORS & EQUIPMENT 
INDUSTRIAL CONVEYORS & CRANES ® DOOR OPERATORS e SCHOOL WARDROBES & PARTITIONS 
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New... Colorful... Exclusive! 


UNIVERSAL 


| Pour-Enty 


VACUUM BOTTLES 
with 8 Revolutionary 
New Features 


Here are the most revolutionary new vacuum 
bottles in the 50 year history of the industry. 
Styled in colorful pastel shades, the new 
Universal “Pour-Easy” Vacuum Bottle 
will virtually sell on sight. The 
exclusive bottom opening for 
easy replacing of glass filler is 
just one of the 8 big new 
features that will place 
UNIVERSAL first in vacuum 
bottles that really move. 


EXCLUSIVE 
MARKET TESTED 
COLORS 


Red-Orange and Grey with Blue- 
Green cup. Yellow and Grey with 
Violet-Blue cup. 


DRIPLESS PLASTIC 
POURING SPOUT 
Easy to clean... 
Stays clean 
pours like er 
a pitcher... 


never drips 









No. 2680 Pint No. 2681 Pint 
No. 3380 Quart No. 3381 Quart 
No. 3384 Quart 

with 4 nested cups 


u 


4090 Workman’s Lunch Kit 
4091 Aluminum Lunch Kit 







KLEEN-SEAL 
STOPPER 


“SHUR-GRIP”" 
CASE 






EASY-ON 
EASY-OFF CUP 





















The new flexible stopper 
makes positive seal. Stays 
“sweet,” easy to clean. 
Has tab for easy removal. 


Hands won't slip on this 
exclusive corrugated 
case. Bottom opening 
permits convenient re- 


cone HITT Te 


glass fillers. 
LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 











Newly designed, shock 
resistant plastic cup 
seals tight, or comes off 
just as easily, with a 
“twist of the wrist.” 




















New interior 
shock absorb- 


er mounting. 













ws Ceti ! 











FREE 
Prur-En 
Shopper Stopper 


FULL-COLOR DISPLAY 


Here’s a self-selling display that’s a natural for busy 
dealers. Takes up small counter space, and the bottles 
will create impulse sales from casual shoppers. Holds 
four pint bottles, two quarts, and a workman’s lunch 
kit. It's FREE with your order. 





No. 9914 DISPLAY PACKAGE 


CONTAINS 


RETAIL 


- VACUUM “asy 


Be Fours lke a pitcher 
mefever drips 4 drop! 
4 





TOTAL 





4—2680 Pints 

4—2681 Pints 

2—3380 Quarts 

2—3381 Quarts 

2—4090 Workman’s Lunch Kits 


Shopper Stopper Display 










THE ROADMASTER ° 
No. 9685 $13.95 TERNER 


Copyright L. F. & C. 1956 


THE SCOTSMAN 


No. 9683 $14.95 
No. 9681 Jr. Scotsman 





$17.95 


@ $1.98 each 
@ 1.98 each 
@ 2.79 each 
@ 2.79 each 
@ 3.25 each 


NO CHARGE 


(pint bottles) $10.95 LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 





THE HIGHLANDER 
No. 9686 $10.95 





$7.92 
7.92 
5.58 
5.58 
6.50 


Total $33.50 


Your Cost 21.36 


> YOU MAKE ‘12.14 or a BIG 36% 


sett THe pest wirm UNIVERSAL 


Feature these “Pour-Easy” leaders in today’s most complete vacuum goods line! 






THE FIESTA 


No. 9682 


No. 9680 Jr. Fiesta 
(pint bottles) $7.95 


THE PICNICKER 
No. 9687 2 quarts 








$10.95 

















MODERN STORES 


... in El Paso, Redwood City: and 
Santa Cruz show developments in 
unique presentation of products 


Hunt-Sheid Emphasizes Use in Their Displays 


EL PASO, Texas — Placing 
hardware and building mate- 
rials before the public in such a 
manner that they could see what 
they were buying before they 
bought was the idea behind the 
opening of Hunt-Sheid Building 
Mart, E] Paso, in March of this 
year. 

The firm Hunt-Sheid was born 
early this year when Hunt Sales 
Company, which was founded in 
1929, and Sheid Homes, Inc., an 
El Paso construction firm 
merged and started construction 
of the new Building Mart. 

Here, prospective customers 
not only see what they buy be- 
fore they buy but they see the 
materials in a scaled setting and 
finished in actual materials that 
would be normally used. 

One of the most interesting 
features of the new Building 
Mart is the “sidewalk show- 
room” that is built under a 130- 
foot-long steel canopy extending 
along one side. More than 20 
national products are built into 
their natural surroundings so 
that prospective customers can 
get the feel of what the products 
will look like in their own home. 

On the main sales floor three 
kitchens have been built, each 


TOP 


PAINT for any type of building material 
sold by firm can be found in this large paint 
section. Paint mixer (left) is located at con- 
venient height so that clerk can stand up 
while doing mixing job. 

BOTTOM 

SAMPLES OF BUILDERS HARDWARE 
ITEMS are mounted on wall panels making 


it easy for customers to find the style and 
finish they want. 
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(Pint DOtTtICS?) 





LANDERS, 














FRART & CLARA, NEW GRITAIN, CLUONN. 


approaching different design 
ideas that are the latest innova- 
tions in the industry. 

In addition to the merchan- 
dise of major items that are 
built into displays of natural 
home settings, all the other 
items ranging from nuts, bolts, 
wall paper and lighting fixtures, 
that would be used in building, 
remodeling or do-it-yourself 
projects, are displayed in as 
near a natural setting as pos- 
sible. 

The do-it-yourself merchan- 
dise is on display in various 
stages of completion so that cus- 
tomers not only see the mate- 
rials but also various methods 
of using them. 

This merchandising of mate- 
rials is not only applied to major 
items such as appliances and 
building materials, but is car- 
ried to smaller items as well. 
Nails, for instance, are dis- 
played on a rack, with the no- 
menclature of each. If a cus- 
tomer comes to the mart want- 
ing a nail “so long” they can 
look over the display and know 
exactly what size and type nail 
they need. 

This type of display also ap- 
plies to “thing-a-majigs” that 
might turn out to be a screen 
hook, door latch, or any one of 
numerous builders hardware 
items that a customer knows 
about but is not quite sure what 
it is called. 

This type of merchandising 
is time saving for both the cus- 
tomer and the salesman. 


TOP 

SERVICE, while store is set-up on a self- 
service basis, is still required in some de- 
partments to a greater extent than others. 
Here, customer is comfortably seated while 
checking wallpaper samples. Wall in back 
of catalog rack has been papered to show 
effects that can be achieved with wallpaper. 


CENTER 

THIS MODEL KITCHEN, one of three in 
store, is designed with conventional height 
ceilings and with all dimensions as they 
would be in actual home. 


BOTTOM 

SPACIOUSNESS of display area can be 
appreciated in this view of the operation. 
Wide aisles permit showing of large items 
such as power mowers in foreground, and 
plenty of room for walking around fixtures 
and displays. 
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Owner Builds Fixtures 
- at Roosevelt Hardware 
. and Variety Store 





WORKSHOP AREA, where Mel Silva is 
shown at tablesaw, will eventually be con- 
verted to storage area and more selling space. 





REDWOOD CITY, Calif.—The 
‘i “do-it-yourself” fever got Mel 
, {| ‘ , ? Silva, who opened his own 
it iia A’ Roosevelt Hardware - Variety 
Store in the Roosevelt shopping 
center here on March 8. 
ann He built all of the fixtures . 
‘lj wall sections, gondolas and spe- 
it cial displays. Everyone of them 
has a professional appearance, 
not only in the matter of con- 
struction but also the paint job. 
He developed his own designs 
after studying at first hand 
many fixtures in hardware 
stores in the San Francisco Bay 
area and looking at many back 
issues of HARDWARE WORLD and 


other business magazines. 

WORKMANSHIP of Mr. Silva on the custom-made fixtures is shown in His store is shaped like an L 
pictures of the tool wall section (left), and extending to the ceiling, and 
garden supply gondola (right). Pegboard was used in tool department. 


OR Sg 
a % 





in back. In one section at the 
back he set up a complete work- 
shop where he built and as- 
sembled and painted all units. 
He worked many nights and 
week ends trying to get the 
store ready for the grand open- 
ing. 

In commenting on the hard- 
ware-variety store combination, 
he stated that he thinks it is a 
natural trend in the neighbor- 
hood type of shopping center 
where traffic is not quite large 
enough to support both types. 
In tools he tends more toward 
the quality type while in house- 
wares he has a combination of 
hardware and variety store 





DIFFERENT STYLE FIXTURES were built by proprietor to show china types. He also carries the usual 
and decorative ware to best advantage. Wall section is broken with parti- tati : d soft aie oll 
tion that permits showing china on narrow shelves, and decorative ware 8 wOmery and sort go 

on a large unblemished surface. variety outlet. 
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RECOGNIZING the relationship between 
“paint-up” and “clean-up,” store’s owners 
located the paint and garden tools next to 
each other along one wall. Shelf and wall 
space above wall fixture is utilized for 
bulky, hard to display merchandise. 


MODERN STORES 








GOING OVER “CHECK-OUT” REGIS- 
TERS, Robert J. Arnstein, sales representa- 
tive of the Clary Corporation, shows Mel 
Silva how they operate. Proprietor takes ad- 
vantage of many merchandising displays 
made available by manufacturers as can be 
seen at front of tool check-out station. 











FLOOD WATERS that were responsible last winter for modernization 
of many stores including Santa Cruz Hardware swirl down street to 
store. Flood damage in the city ran into many millions of dollars 
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SANTA CRUZ, Calif.—Flood 
waters caused by the overflow- 
ing of the San Lorenzo River 
during the heavy winter rains 
of last December were respon- 
sible for the recent moderniza- 
tion of the Santa Cruz Hard- 
ware. 

The store operated by part- 
ners Ken Wengel and Jack Mar- 
tin, was first opened in 1946, 
and has had some store improve- 
ments every year since them. 

In addition to modernization 
of the interior merchandising 
set-up, the firm will soon have a 
municipal parking area located 
in back of the store. 

Daley fixtures dominate most 
of the floor sales area and wall 
sections. They were installed 
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MODERN STORES 





by Garehime Corporation, San 
Francisco hardware whole- 
salers. The firm also helped on 
store planning and arranging for 
promotion of the big opening. 

The store, which has a total 
of five employees, held their 
Grand Opening of the modern- 
ized store on April 26, 27, 28, 
with a Shopsmith Sawdust 
Party and a Sunbeam demon- 
stration. 

The store has a small room 
off the main display area where 
the tools and power tool shop are 
located. The check-out stand is 
located in the main store right 
at this tool shop entrance. 





HOUSEWARES ARE UP FRONT in the 
store and are given a mass display treat- 
ment on these Daley Fixtures which have 
adjustable shelving. Gondola at right is 
loaded with plastics which make good im- 
pulse items when properly displayed in 
traffic area. They are colorful and offer 
many advantages in use. 
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CHECK-OUT STAND is at middle of main store opposite opening to 
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tool shop which contains hand and power tools, plumbing supplies and 


other utility items. 


A LOT OF GARDEN TOOLS hang on this 
wall section at left back corner of store. 
Many power mowers are displayed on floor 
and a special gondola for garden chemicals 
and small tools is located in front of the 
mowers. Warehouse area is directly in back 
of the section and will soon be reduced to 
allow more area for display. Back door will 
become an entrance to parking lot. 
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Selling With Word Magic 


Words Are Your Most Important 
Tools in Selling. Is Your Selection, 
Delivery and Timing of Words Working 


for or Against You? 


S you know, you could close 

more sales if you used the 
“right” word at the “right” time 
in every sale. And, you also 
know that it is easier to make 
this statement than to put it 
into practice in your selling. 

Here are some ideas you can 
use to put word magic into your 
selling ... words that will work 
wonders in making more hard- 
ware sales for you: 


“YOU, YOU, YOU" 


Song writers Robert Mellin 
and Lotar Olias who penned the 
lines for the popular tune, “You, 
You, You,” employed word 
magic in the title. It has natural 
and universal sales appeal. 
When a romantic young man 
hears a beautiful girl sing the 
song, he hears the “you, you, 
you,” as though the girl was 
singing, “me, me, me.” 

Salesmen can borrow a page 
from this fundamental sales 
strategy and woo their cus- 
tomers with the sales-sweet 
words—YOU, YOU, YOU. Cus- 
tomers hear the word “you” and 
it comes out “me.” This sales 
strategy automatically puts the 
customer into the sales picture 
and makes closing the sale easy. 

Here’s a simple little experi- 
ment you can try to check and 
to improve your “you-ability.” 
Describe something you want to 
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By JACK BEDFORD 


sell to a customer in about seven 
short sentences. Keep your de- 
scription specific, but be brief 
in the way you describe what 
you are selling to your customer. 

Count the total number of 
words you have used to describe 
the hardware item you selected. 
Count the number of times you 
used the words “you” or “your.” 
Divide this by the total number 
of words you used in your de- 
scription. This will give you 
your “you-ability” score. Ten 
is considered good. 

Now add the word “you” to 
each of the seven sentences you 
had in your original description. 
This may require a change in 
the sentence, but be sure you 
keep the same thought as you 
add a “you” to your sentences. 

You will see how this addition 
of the word “you” changes the 
tone of what you said. You will 
be describing your merchandise 
in terms of your customer’s 
viewpoint. Your selling will have 
your customer’s viewpoint and it 





will help you close more sales 
quicker. 

You may feel that you can use 
“you” too many times in your 
selling. When you first start to 
apply this word magic in your 
selling, you will be very con- 
scious of the number of times 
you use “you.” You may get the 
idea that you are putting too 
much emphasis on the “you” 
idea. 

However, you will find that 
your customers are not con- 
scious of the strong use of “you” 
in your selling. They will de- 
velop a friendly attitude, but 
will not know exactly why they 
like you as a salesman... your 
word magic will be working for 
you. 


“As YOU Know..." 


These three little words can 
be real sales magic for a sales- 
man who will put them to work. 
Every time you use the expres- 
sion, “as you know,” you will 
give your prospect a subtle com- 
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pliment. You indicate through 
your word magic that you rec- 
ognize your customer is well in- 
formed. Yet, you have an oppor- 
tunity to repeat sales points 
with extra emphasis. 

Regardless of whether or not 
your customers know what you 
are telling them, they will agree. 
Vanity enters the picture to help 
this word magic work for you. 
Your customers go on record as 
“knowing” because you have 
used the “as you know” preface 
to your sales remark. 

When you use enough “as you 
knows” in dealing with your 
prospects, you will find the idea 
is easy to sell. Before long the 
ideas you have planted with this 
“as you know” sales technique 
become your customer’s ideas. 
Word magic will have done a 
selling job for you. 

There are two thoughts to 
keep in mind in applying this 
word magic in your selling: (1) 
use the phrase “as you know” 
to preface your sales points—not 
after you have explained them. 
(2) do not use this word magic 
on points that the customer could 
not possibly know—keep it for 
things he might know. 


“What Is YOUR Opinion?" 


One problem you probably 
have in your selling is in find- 
ing our exactly what your cus- 
tomer’s interests and desires are. 
When you use the word magic, 
“What is your opinion?’, you 
will be able to draw out your 
customer’s real interests. It will 
pin-point the problem the cus- 
tomer has, and you can then 
show how what you are selling 
will solve this problem and give 
him what he really wants. 

Asking a customer for his 
opinion is a subtle compliment. 
It gets away from the thought 
that the salesman is trying to 
put something over on him. He 
believes that you are a friend of 
his because you have asked him 
for his opinion. 

“What is your opinion?” is 
word magic. But, it can be a 
dangerous device to use in your 
selling. You should be sure that 
the point it is used on is not a 
subject that will get the sale off 
the track. For instance, sub- 
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jects of business, weather, poli- 
tics, and sports are often time 
consuming if the discussion con- 
tinues too long on these sub- 
jects. 

Another pitfall to avoid is 
the constant repetition of the 
same phrase — “What is your 
opinion?” It is good word magic, 
but it becomes better if the same 
idea is expressed in other words. 
For instance, you might ask, 
“What do you think of this?” or, 
“How do you suppose they did 
this?”’, or “What is your thought 
on this?” 


"Yes, And In Addition..." 


This word magic is employed 
by salesmen to smoke out the 
customer’s real objection. It 
shows agreement with the cus- 
tomer’s ideas for not buying, but 
it asks a question which will 
tend to bring the real reason for 
not buying out into the open. It 
will be strong word magic for 
you if you get the right inflec- 
tion into your voice as you ask, 
“Yes, and in addition .. .” 

You can put the right em- 
phasis on this phrase if you will 
state the “yes” part in a posi- 
tive way. Then, add the “in 
addition” with a question mark 
in your voice. Then wait. This 
pause with an expectant look 





will encourage your customer to 
give you more reasons why he 
isn’t buying. And, as he con- 
tinues with his reasons, you will 
be able to spot the “real” rea- 
son. 

To make this word magic 
work best for you, you will need 
to develop the attitude that the 
first objection a customer raises 
is not necessarily his real objec- 
tion. Thus, you will be sincere 
in wanting him to continue... 


to give you the “in addition” 
part of his objection. It will re- 
quire a little practice to master 
this showmanship in your sell- 
ing, but it will pay you hand- 
some dividends for years once it 
is mastered. 


Build Word Magic 

Words, as you know, will work 
wonders in selling ...IF. The 
big IF in this is the proper se- 
lection. You want to carefully 
select the words you use to paint 
the mental picture of gain or 
loss for your customer. 

Most salesmen, according to a 
recent survey, know and under- 
stand from 5,000 to 10,000 
words. But, the average sales- 
man in his selling uses only 
about 2,500 different words .. . 
and a 25¢ dictionary has ten 
times that many words listed 
and defined. 

Another interesting fact re- 
vealed in this survey is that 
there is a direct relationship 
between the salesman’s income 
and the number of words he 
knows and uses in his selling... 
the larger the salesman’s vo- 
cabulary, the larger his income. 

Here’s how you can increase 
your sales vocabulary to give 
you more word magic: 

FIRST, select some descriptive 
words you use in your selling 
every day. Select common words 
and words that you feel you use 
for want of a better word. 

SECOND, get a synonym and 
antonym dictionary and check 
these words. This will give you 
an increase in your sales vocabu- 
lary that will make what you 
say more meaningful to your 
customer. 

For instance, suppose that 
you overwork the word “good” 
in your selling. You will find, 
among other words, that you 
can use: sound, reliable, excel- 
lent, fine, genuine, valid, com- 
mendable, safe, favorable, etc. 

Selecting one word a day for 
30 days and following through 
on this plan for building word 
magic will give you a larger and 
more powerful sales vocabulary 
... words that will help you sell 
more. It will help you use the 
“right” word at the “right” 
time to close more sales. 
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Mixes Paint With Planning Service 


Visual Selling Books and Promotional Material Printed in Own Shop 


EVELOPING a novel “Home 

Planning Service” presented 
in specific-room books which he 
has printed himself, is the novel 
plan of promotion which has 
built sales by more than 400% 
in a few years’ time, at Glenn 
Hardware and Furniture Com- 
pany, in Delta, Colorado. 

A national prize winner in 
many contests for his unusual 
and successful merchandising 
ideas, Roselle Glenn, head of 
the store, is a student of human 
nature, who puts most of his ob- 
servations to work on a practi- 
cal selling basis. A few years 
ago, shortly after he had pur- 
chased a printing press and all 
accessories, he began working 
on an idea which had been in 
the back of his mind ever since 
1946. 


Pictures Tops in Selling 


“Everyone likes to look at 


pictures,” Glenn points out, 
“particularly when the time 
comes to decorate. Usually, I 


found, my paint and wall paper 
customers vague in the descrip- 
tion of colors, and almost in- 
variably trying to recall a color 
photograph which they had seen 
in a magazine. Just as invari- 
ably, the picture is nowhere to 
be found, and consequently, the 


42 


paint sale must progress on a 
hit or miss basis. I felt that if 
I could set up a room planning 
service, divided into specific 
areas of the home that the cus- 
tomers would appreciate it.” 


Planning Book for Each Area of Home 


That’s just what Glenn has 
done. As pictured in the rear of 
his store directly across from 
the paint department, is a dis- 


play of books, 18x12 inches, all 
under the general heading of 
“Glenn’s Home Planning Ser- 
vice.” The covers are printed on 
glossy artboard, each a different 
color to identify the subject 
quickly. They are broken down 
into separate books for decorat- 
ing of living rooms, dining 
rooms, kitchens, bathrooms, 
basement, special rooms, porch- 
es, home exteriors, dens, nurser- 





VISUAL AIDS of the type being used by customer as Mr. Glenn looks on, are 
also used in addition to the Home Planning Books, to help customers in solving 
their decorating problems. 
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ies, playrooms, etc. They are 
suspended in place by a clamp 
directly alongside a “service 
bar,” where the customer is 
comfortably seated on a stool 
while she explains her redecora- 
tive problems and gets practical 
advice from Glenn or his sales- 
men. The store carries color 
chips representing all paint va- 
rieties carried by the store, as 
well as various off-tones, ob- 
tained by mixing colors, the use 
of pigments, etc. Here, practi- 
cally any question which the 
homeowner can bring up which 
has to do with painting or wall 
paper can be answered, with 
samples to clinch the sale. 
However, no amount of facili- 
ties such as these are sufficient 
to do the desired selling job if 
the customer has only a foggy 
notion of what she wants to do. 
That’s where Glenn’s Home 
Planning Service swings into ac- 
tion. In the folios, all within 
convenient arm’s reach, the 
Colorado dealer has carefully 
accumulated color photos of typ- 
ical decorating jobs which have 
been done in hundreds of homes, 
including scores cut from home- 
making magazines, more sup- 
plied by manufacturers, and 
even color photographs, which 
Glenn, a proficient photograph- 
er, has made himself. Included, 
along with the color photos, are 
printed reproductions of testi- 





PRINT SHOP, which is also used to 
print promotional materials, is lo- 
cated in right rear corner of store. 
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monials from local customers 
who have been thoroughly 
pleased with the paint recom- 
mended by Glenn, complete price 
sheets, which enables the cus- 
tomer to figure the cost on a 
square foot basis for any room, 
and page after page of paint- 
ing information. 

If husband and wife are not 
in the store together, he has 
found it wise to invite the house- 
wife or husband as the case may 
be, to take the planning service 
book home and to work out a 
decision there. This latter sug- 
gestion is always avidly re- 
ceived and has worked out so 
well that Glenn has found it 
necessary to print up additional 
copies on almost every subject. 

The beneficial effects are 
manifold. Not only does the 
huge collection of photographs 
help the homeowner to come to 
a decision but likewise the de- 
tailed books help to sell better 
priced paints, brushes, and ac- 
cessories, due to the constant 
emphasis on quality results ob- 
tainable. Almost without ex- 
ception, after studying the 
pages and the information 
sheets, the customer returns the 
next day with every detail of the 
painting project already worked 
out. 

Part of Glenn’s everyday op- 
erations includes going through 
all popular magazines in search 
of stimulating photographs, all 
of which are carefully clipped 
and mounted in the appropriate 
Home Planning Service book. 
Also, any bit of helpful infor- 
mation which may prove of 
value to a homeowner is clipped 
out, reprinted on Glenn’s print- 
ing press and added to the book. 
Each is rubber-cemented to a 
durable sheet of artboard; and 
the book is compactly held to- 
gether by a spiral binder of 
plastic which can be easily re- 
moved for the insertion of ad- 
ditional sheets. 


Service Simple to Maintain 


“It hasn’t been a difficult type 
of service to maintain,” Glenn 
indicated, “all that is actually 
required is persistency in the 
matter of locating and clipping 








HOME PLANNING BOOKS, con- 
ceived and printed by Roselle Glenn 
who is checking through one, are hung 
in place by a clamp along side of a 
“service bar” where customers can be 
comfortably seated while selecting the 
type and colors of paint needed. 


all of the color photographs pos- 
sible, and, of course, compiling 
statistics, painting suggestions, 
etc., and transforming them 
into pages in the book. Occa- 
sionally something comes along 
which would be valuable in 
painting any room in the house 
and in that case I simply print 
up the same sheet for use in all 
of the books, and thus amplify 
the use of it. For the most part, 
however, each is highly special- 
ized. The homeowner who wants 
to paint the bathroom, for ex- 
ample, will find more than 75 
color suggestions wrapped up 
in the clipped photograph shown, 
as well as suggestions for tile, 
trim, floor coverings, drapes, 
hardware, and even fixtures.” 


Prints Own Promotion Pieces 


Glenn likewise uses his print- 
ing equipment to turn out hand- 
some, attractive signs, and di- 
rect mail letters, which are sent 
to some 2000 paint prospects 
each year, price lists, and even 
his own envelopes. In combina- 
tion with the Home Planning 
Service, the print shop has 
helped to boost paint sales by 
more than 400 % in the last three 
years, and to give Glenn a repu- 
tation as “the most helpful paint 
dealer in the region.” 
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The Vinton Story 
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OE E. MOYLAN is the third president of Vin- 

ton Company, Portland, Oregon. He celebrated 
his first year as president of the firm in June. 
This year the firm itself is celebrating its 50th 
year. 

Vinton Company is a major wholesaler of 
housewares and giftwares in the Pacific North- 
west. There are 27 employees, 12 of them sales- 
men who cover the states of Oregon, Washington, 
Idaho, Western Montana and Alaska at frequent 
intervals. 

Vinton Company is located at 107-111 N.W. 
Fifth Street. In August of 1955 the firm added 
the building just north of the original building 
which now gives it a total of about 35,000 sq. ft. 
of space for warehouse and showroom. 


The Firm Was First A Premium House, Then A Factory Agency 


George M. Vinton started the business in Spo- 
kane, Washington, in 1906 as a tea premium firm. 


Allen Myers 


Joe E. Moylan 


Housewares Wholesaler in Northwest Started 
50 Years Ago as Manufacturers’ Representative Firm. 


George M. Vinton Jessie R. Thompson 


In 1907 he sold out the Spokane business and 
moved to Tacoma, where he started as a factory 
representative, securing lines which contained 
suitable items for premiums. He built up the 
business selling premiums to newspapers, tea and 
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Helen Heidenreich Dale Whitley 
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coffee houses and wholesale grocers, and also to 
other retailers. 

Mr. Vinton moved to Portland in 1912, where 
he established an office and small showroom in the 
Central Building, 10th and Alder Streets. In 1919 
the firm leased the four-story Povey Building, 5th 
& Flanders Street, for warehouse and offices. 

In 1927 the firm built its own four-story build- 
ing at 5th and Couch Streets, Portland, which it 
still occupies. Mr. Vinton was proud of the 
growth of the company and he personally helped 
to develop business to further heights until his 
death in 1944. 


Employees Take Over 


After the death of Mr. Vinton the business was 
taken over by the employees and Jesse R. Thomp- 
son was made president. He had been with the 
company since 1916 as credit manager. He was 
active in the management of the firm until his 
death in June, 1955. 

The present president, Mr. Moylan, did not join 
the firm until two years after Mr. Vinton’s death 
at which time he was appointed sales manager. 
In 1948 he was made vice president. Before join- 
ing the firm he was in the hardware and imple- 
ment business in Boardman, Oregon. Prior to 
that he was with the Washington Bureau of 
Highways. He became president shortly after 
Mr. Thompson’s death on June 31, 1955. 

In July, 1955, Mr. Moylan appointed Allen 
Myers as sales manager. Mr. Myers had been 
a manufacturers’ representative in Portland for 
several years, and before that a manufacturers’ 
rep in Seattle for about 15 years, specializing in 
china and glassware. 

Mrs. J. R. Thompson, wife of the late J. R. 
Thompson, is vice president. Helen Heidenreich 
is secretary. She has been with the firm since 
1941. J. (John) W. Ruttle is treasurer. He has 
been 25 years with the firm and got his training 
in England in the china and crockery business. 
The directors of the firm include Geo. Tupper, 
Stan Clark and Mrs. Olive Vinton. 

Dale Whitley was appointed housewares buyer 
in July, 1955, after six years as warehouse super- 
intendent. 

It was Mr. Vinton’s original idea to help the 
merchants sell the merchandise after they pro- 
cured it from the wholesale firm. This theory is 
still going on today and one of the firm’s methods 
of doing this is to hold merchandising exhibits in 
February and August each year. At this time 
they show how to display such merchandise and 
give the dealers as much help as possible in mer- 
chandising various items. 

Further growth took place in 1955 when the 
firm bought TruLand, Inc., specialty jobbers in 
plastics, chemicals, locker and freezer supplies. 
They are developing this business as well as their 
general houseware and giftware lines to the satis- 
faction of many retailers in the Pacific North- 
west. 
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BUILDING at left was built by firm in 1927, and the 
adjacent building at right was bought in 1955. 





SPACIOUS SAMPLE ROOM in original building is site 
of semi-annual! housewares shows. 





SIX OF THE FIRM’S SALES FORCE were taken in 
sample room at recent gift show. They are (left to right): 
George Tupper, Roy Wilson, John Ruttle, Donal Wilson, 
Carl Graessner, and Howard Hosken. 
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RETIRING PRESIDENT James P. Stewart, Portland, crowns newly-elected 
president, Allen B. Carpenter, Denver, as the other officers (from left to 
right) look on: Carl Hobson (1st V.P.), Los Angeles; Wally Suva (2nd V.P.), 
Seattle; and Harold Levine (secretary), Denver. 





Pres. Stewart opens streamlined meet- Ted Mack, Convention chairman poses 
ing with French theme girl 





The Portland Pot & Kettle Club 
played host to about 250 Associated 
Pot & Kettle Club members and 
their wives and guests at the an- 
nual convention at Gearhart, Ore- 
gon, June 24-27. 

Allen B. Carpenter, mfgrs. rep., 
was elected president succeeding 
James P. Stewart, mfgrs. rep., Port- 
land. Carl Hobson, buyer, Harper 
& Reynolds Corp., Los Angeles, was 
elected first vice president. Wally 
Suva, buyer, Fredrick & Nelson, 
Seattle, was elected to the new post 
cf second vice president. Other offi- 
cers are: secretary—Harold Levine, 
Denver, Century Distributing Com- 
pany; treasurer — Harold Kueker, 
Denver, sales manager, Hassco, Inc. 
Directors elected are: Denver—F. 
J. Bennett, Aluminum Goods Mfg. 
Company; Seattle — Stan Clark, 
mfgrs. rep.; Los Angeles — Stuart 
Knight, Pacific Coast manager, Re- 
vere; San Francisco—Max Fisher, 


President appoints Purnam Put- 
nam as Sheriff 


New president and living ad stop Past presidents and wives are corralled Every lady received a basket purse 


at campaign signs in corner 
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mfgrs. rep.; Portland — Paul Chi- 
chester, mfgrs. rep.; Tacoma—Bud 
Housman, Rhodes Department 
Store; Salt Lake City—Jerry Loeb; 
Phoenix—Dan Ellis, Arizona Hard- 
ware; Spokane—Dick Nevers, Bro- 
die National Stores; Sacramento— 
Rod Adams, M. Seller Company. 





The new president appointed the 
following as regional vice presi- 
dents: Denver—Morey White, rep- 
resentative; Seattle—Fred Stokes, 
W. W. Wheat Co., representative 
firm; Los Angeles—Glenn A. Kline, 
Empire Brush Company; San 
Francisco—Paul Rice, mfgrs. rep.; 


+ 


Junior Pot & Kettlers look at chil- 


dren’s art exhibit 


Portland — Tom Jones, Club Alu- 
minum Company; Tacoma — Bon- 
nell Glump, Hunt & Mottet; Salt 
Lake City—Emery Berrett; Phoe- 
nix — Norman Fuchs; Spokane — 
William Horn, Brodie National 
Stores; and Sacramento — Clarke 
Wheeler, Sloss & Brittain. 


A few ladies look at the adults 
art contest 





Denver’s Alpinists plug 1957 convention 


in the Rockies 


Denver’s lady Alpinists do the 
same 


Which one of the twins at right is the 


new V. P.? 





The first lady gives thanks at first 
ladies’ meeting 





EMCEE O’Connor presents watch to 
retiring president 
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The gals gather around the corsage 


wagon 


A group just waiting for the banquet to 


start 


Ted and Sally give out achievement 
awards 


Golf was a daily diet for many 
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Farmers know a good sign when they see one. 
So—in all of our farm advertising there’s a 
USS dealer sign and a paragraph that urges farmers 
to go to you—the USS Dealer—for steel products 
like corrugated roofing and siding sheets. 

“Sign up” your store now for bigger sales in ’56. 
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Displayed prominently, 











this sign means business for you 


United States Steel Products 


for more profitable farming 


United States Steel Corporation « Columbia-Geneva Steel Division 


wera ep SIAt&e STEEL 


For Details Circle 31 on INQUIRY CARD 
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SEPTEMBER MERCHANDISING 





FOR AUGUST: Sell the hobbyists . . . Tie in with your local Clean- 
Up, Paint-Up, Fix-Up campaign by pushing paints and supplies and 
all types of tools ... Schedule your Hardware Week promotion... 
Up your protits by selling the home gardener everything that might 


make his garden and yard more attractive 





MERCHANDISING CALENDAR WORKSHEET 




















(Feature ranges, wash- 
ers, ironers, dryers, 
etc.) 


Heaters (Feature space 
and portable heaters) 


Shoot The Works... 
On Easy Terms (Hunt- 
ing Promotion) 








Painting (Cont.) 


Fall Appliance Show 
(Cont.) 
Heaters (Cont.) 


Shoot The Works .. . 
On Easy Terms (Cont.) 








(Cont.) 


Fall Appliance Show 
(Cont. ) 
Heaters (Cont.) 


Shoot The Works... 
On Easy Terms (Cont.) 





FIRST WEEK SECOND WEEK THIRD WEEK FOURTH WEEK 
Sept. 1-7 Sept. 8-14 Sept. 15-21 Sept. 22-28 
WINDOW A School Day Needs FALL PROJECT FALL PROJECT FALL PROJECT 
MONTH ... . Do-it- MONTH .. . Do-it- MONTH . . . Garden 
Yourself Tools Yourself Tools Clean-Up 
WINDOW B FALL PROJECT FALL PROJECT FALL PROJECT FALL PROJECT 
MONTH .. . Home MONTH . . . Home MONTH .. . Fix-Up & MONTH .. . Fix-Up & 
Painting | Painting | Clean-Up Clean-Up 
IN-STORE FALL PROJECT 
PROMO- | MONTH .. . Garden 
TIONS Clean-Up 
AND | (Feature lawn sweep- 
SOURCES | | ers, rakes, incinerators, 
FOR | steel goods, garden 
ADVERTIS- hand tools, seed and 
ING | fertilizer) 
School Day Needs | FALL PROJECT FALL PROJECT FALL PROJECT 
(Cont ) | MONTH .. . Do-it- MONTH ... . Fix-Up MONTH .. . Do-It- 
| Yourself Tools (Feature & Clean-Up (Feature Yourself Tools (Cont.) 
FALL PROJECT small hand tools, power repair items and tools, 
MONTH . Home tools, paints and var- and cieaning supplies FALL PROJECT 
Painting (Feature in- nishes, cleaning sup- and equipment) MONTH . . . Fix-Up 
terior and exterior plies, etc.) & Clean-Up (Cont.) 
paints of all kinds, FALL PROJECT 
along with tools and School Day Needs MONTH .. . Do-It- School Day Needs 
supplies needed to do (Cont.) Yourself Tools (Cont.) 
complete job) (Cont.} 
FALL PROJECT Fall Appliance Show 
Fall Appliance Show MONTH . . . Home School Day Needs (Cont.) 


Heaters (Cont.) 


Shoot The Works . . . 
On Easy Terms (Cont.) 





Sept. 3—Labor Day 





Sept. 9—California joined Sept. 15-23 — Nat’! 


Union 1850 


Home Week 
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SEPTEMBER PROMOTIONS 





School Day 
Needs 


Schedule: Aug. 25-Sept. 7 


OBJECTIV E—This is your opportunity of mov- 
ing a variety of merchandise to be used by persons 
in many age groups. While other stores such as 
department stores, stationery stores and specialty 
clothing stores are selling clothing and writing 
equipment you can capitalize on their promotions 
by tying in with a promotion of medium to high 
priced items. 


MERCHANDISE TO PROMOTE—To build up 
a list, think in terms of age groups. First, think 
of grammar school children . . . first grade to 
eighth. This is an age group from six to fourteen 
years old and they will be interested in such 
things as lunch boxes, brief cases, skates, pocket 
knives, flashlights, bicycles, and various types of 
toys. The High School group (aged 14 to 18) are 
interested in their own radios, electric alarm 
clocks, watches, desk lamps, electric shavers, 
portable phonographs, etc. The college group (18 
to 24) will go for quite a few of the items that 
you can sell to High School youth. In addition, 
you can sell them luggage, pen and pencil sets and 
more decorative items for their room, particu- 
larly for girls. 


WINDOW—The sign in the window is “Fine 
Things” for the three levels of scholars. The win- 
dow can be divided into three triangles starting 
at the extreme left back. The left triangle can 
be at floor level and contain the Grammar School 
supplies. The next level can be up about six 
inches higher and contain the High School sup- 























plies. The last level can be up another six inches 
with college merchandise. Use the six-inch panel 
for classifying the groups. 


RADIO ADS—Use spot commercials through- 
out the day and start each one with the ringing 
of a bell. Follow with such copy as: “School is 
about to start. There is more to get than just 
clothes and writing supplies. The 
hardware store has assembled a collection of very 
interesting and desirable items that all school 
children in various age groups will want and 
need. For example: the lunch box with the 
vacuum bottle, something every child needs if 
they take their lunch to school. Be sure to get 
them one of the latest designs with their favorite 
TV star’s picture on it.” Variations of this can 
be made up throughout the day. 





NEWSPAPER ADS —Your local newspaper 
will have quite a few mat illustrations for school 
day opening. Use one of these at the head of 
your ad and show various types of merchandise 
for various age groups. Another gimmick would 
be to have a three-column ad and put four or five 
illustrated items in each column headed by an 
age group. 
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The all-purpose 
waterproofer .. 





that sells all-year-'round 


THOMPSON’S WATER SEAL is constantly in 
demand by builder and home-owner alike — because 
TWS is a deep penetrating solution that really locks 
moisture out... that actually seals the pores of all 
porous materials! 

CHECK THESE IN-DEMAND ADVANTAGES: 
Lasting protection for 

PCONCRETE Bt STONE | 
PLEATHER 
| PATIOS | 


E. A. THOMPSON CO. INC. western MERCHANDISE MART « SAN FRANCISCO 3, CALIFORNIA 


For Details Circle 32 on INQUIRY CARD 













IDEAL “IKE” announces... 


no more sagging shelves 
and closet rods 








KKK 


ASSO 














FOR SHALLOW 
WARDROBE CLOSET 


FOR DEEP 
WARDROBE CLOSET 














New Ideal combination clothes hanger rod 
and shelf support eliminates shelf and rod sag 

Extruded Alcoa Aluminum rod smartly 
edges shelf and makes it rigid for full width 
of closet. Drill and saw to fit like lumber. 
No painting or upkeep necessary. Available 
in cartons of ten 10 ft. lengths, No. 700 and | 
twenty-five 16 ft. lengths, No 725. 

write for prices and delivery 

IDEAL BRASS WORKS, inc. 
250 East 5th St. © St. Paul 1, Minn. 








For Details Circle 33 on INQUIRY CARD 
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Preserves and maintains original surface and tex- 
ture... leaves no film, residue or stain. Increases and 
holds color depth ...no patchy discoloration. 

Easy to Use: Dip, brush, spray or apply with roller. 
Economical: One gallon covers up to 400 sq. ft. 


To retail @ $1.55 Quart. $4.78 Gallon. Other sizes from 8 oz. 
to 55 Gallons. Cash in on TWS— the all around best seller. 
Write Today for complete information! 


BOTH OF YOU WILL LIKE 
¢ BOLTS 


AND 


NUTS 


Both you and your customers will be pleased with the 
exceptional package and the quality product. 

First because Lewis bolts and nuts are precision built, 
threaded to spinning fit, work better—look better— 
are better. 

Second because the tough colorful carton quickly 
identifies the size and type and “comes up clean and 
bright" even under rough treatment. 

Handling and selling the Lewis line is a pleasure. Ask 
us for details, 


L ) 
MINNEAPOLIS, 


For Details Circle 34 on INQUIRI CAxu 


BOLT & NUT CO. 
504 Malcolm Ave. $S.E 


MINNESOTA 








SEPTEMBER PROMOTIONS 





FALL PROJECT MONTH 


FALL PROJECT MONTH is planned to tie-in four different 
promotions that come under the “Do-It-Yourself” classification. 
They include home painting and do-it-yourself tools which are 
presented on this page and Fix-Up and Clean-Up, and Garden 
Clean-Up, both presented on following page. 
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Home Painting 
Schedule: Sept. 1-14 


OBJECTIVE is to capitalize on those custom- 
ers who are trying to finish up their painting 
before winter sets in. 


WINDOW—AIll windows in the Fall Project 
Month promotion have a similar design. The 
panel goes across the back, with the words “Fall 
Project Month.” Suspended from the panel is a 
large autumn leaf. On this paint “Home Paint- 
ing.” Place various types of paint cans for out- 
side and inside painting. Have a large cut-out 
autumn leaf on the floor and tilt it at the back 
on which is placed all types of accessories. 


ADVERTISING—Whatever type of advertis- 
ing you use, direct mail, radio or newspapers, use 
the same theme throughout the month, starting 
with heading “Fall Project Month.” 
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Do-It-Yourself Tools 
Schedule: Sept. 8-21 


OBJECTIVE—There are a lot of repairs to be 
made on and around the house before winter sets 
in. Try to visualize all the things that can be done 
in your particular area and the appropriate tools 
needed. 


WINDOW—Use the basic window as suggested 
in the first item of this series (Home Painting). 
Change the sign to read Do-It-Yourself Tools. On 
the floor of this window use three or four cut-out 
autumn leaves on which will be classified different 
types of tools. 


ADVERTISING—Whether direct mail, radio or 
newspapers, use the idea: “Repair before Winter 
Comes ... you’ll have to hurry. Do it with relia- 
ble tools that work easily.” Then show or men- 
tion a group of tools most likely to be used in 
your area at this time. 


HARDWARE WORLD 
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El Camino Brand—1-900 
SISAL TWINE 


@ ALL CELLOPHANE WRAPPED 


@ TENSIL STRENGTH OF 57 
POUNDS 


@ NOT OILED — ABSOLUTELY 
STAINLESS 


@ ALL PURPOSE TWINE — 1001 
USES FOR HOME, GARDEN & 
INDUSTRY 


@ SMOOTH—PLIABLE. KIND TO 
YOUR HANDS 


@ MIGHTY MIDGET OF THE 
SISAL FAMILY 
—PUT UPS— 


1 LB. BALLS: Approx. 100 Ib. bales. 10 balls per package. 10 
packages per bale. 


V2 LB. BALLS: Approx. 100 ib. bales. 12 balls per package. 18 
packages per bale. 


1/3 LB. BALLS: A x. 100 Ib. bales. 12 balls per package. 25 
pockages per ie. 


Place your orders now. 
Win sales, profits and friends. 


WAREHOUSES—Sepulveda, Calif. — New Orieans, La. 
For further Information send for price and catalogue sheets. 
We solicit inquiries on all types of sisal twines. 


For quality and price—write 


A PRODUCT OF 


MISSION CORDAGE CO. 
8928 Sepulveda Blvd., Sepulveda, Cal. 














For Details Circle 35 on INQUIRY CARD 


JUST SLIP IT ON! 


GRIPP-STRIP* BRONZE DOOR SHOE 
Self-fastening and adjustable from '/s" to ‘", 
it closes sill crack. 


DON'T MISS SEEING AND STOCKING THIS OUT- 
STANDING NEW BRONZE WEATHERSTRIP LINE FOR 
THE “UDU" TRADE THIS SEASON 


STIKK-STRIP* BRONZE FRAME STRIP 


Self-fastening for door or window frames. Quickly 
and easily attached without tools, nails, or skill. 
Vastly better. Provides a professional-grade job at 
one-third a contractor's price. Efficient and sightly. 


NOTHING REMOTELY LIKE IT 


Expertiy made, responsibly guaranteed, it opens 
volume weatherstrip sales to you. Send for the good 
news today. 


ADHESIVE METALS COMPANY 
2555 East 25th St., Los Angeles 58, Calif. 


* US and Foreign Patents Pending 


For Details Circle 36 on INQUIRY CARD 








GOOD LOOKS HELP SELL ‘EM 
—QUALITY KEEPS ‘EM SOLD! 


XCELITE CHROME PLATED SUPEREAM- 
ERS have gleaming “showcase” beauty 
for your displays—plus chrome-hard 
cutting edges that stay sharp—plus big 
3/16" to ¥%" reaming capacity for 
wood, plastic, sheet metal. No cus- 
tomer will want to be without one of 
these husky SUPEREAMERS. Stock ‘em 
—display ‘em—and see! 


No. 38 chrome plated reamer fixed 
in big I" x 4" Xcelite plastic 
handle. 

No. 99-38 detachable chrome plated 


reamer fits handle in the popular 
Xcelite 99 and 99 Junior kits. 


Write for literature 
and prices 


XCELITE INCORPORATED 


Role). Ge) 


For Details Circle 37 on INQUIRY CARD 
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THIS IS YOUR PAINT 


# The guaranteed quality products YOU asked for 

a At the competitive prices YOU asked for 

# With the long profits YOU asked for 

# And the aggressive local merchandising YOU asked for 
+ Based on a survey of over 6000 Western paint dealers 


A Project of the Bing Crosby Research Institute 
DEALERS NOW BEING APPOINTED—WRITE 
FOR LITERATURE 
Crosby Paint Products 
500 Second Street San Francisco, California 
Licensed Manufacturer Manning-Mitchell Paint Co. 








For Details Circle 38 on INQUIRY CARD 
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Fix-Up and Clean-Up 
Schedule: Sept. 15-28 


OBJECTIV E—tThere are plenty of things to do 
before Winter comes, such as putting in a new 
filter for the heater, repairing heating and light- 
ing equipment, replacing cracked or broken glass 
windows, fixing up weather stripping, etc. On 
the clean-up side practically everything in the 
house should be cleaned for fall and winter en- 
tertaining. 


WINDOW—Use the basic window design and 
use two hanging autumn leaves with Fix-Up on 
one of them and the words Clean-up on the other. 
Ribbons could be run from each autumn leaf to 
the type of merchandise in the respective classi- 
fications. 


ADVERTISING—Appeal to the woman of the 
house in both the Fix-Up and Clean-Up as she 
will be the one who will be interested in seeing 
that it’s done. Although the man of the house 
will do the hard fix-up jobs, it will be the house- 
wife who will schedule it. In newspaper ads use 


plenty of illustrations and show prices for all 
items. 
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Garden Clean-Up 


Schedule: Sept. 22-Oct. 6 


OBJECTIVE—This is rather obvious but it is 
good to remind you that a special push at this 
time will help move a lot of merchandise from 
your garden department and will, in many cases, 
preclude the need for a clearance sale. 


WINDOW—Use a fairly large autumn leaf with 
“Garden Clean-Up” printed on it. Then suspend 
quite a few smaller cut-out autumn leaves from 
the “Fall Project Month” sign. In the middle 
have a lawn sweeper loaded with real autumn 
leaves. Throw autumn leaves all over the floor. 
Show all types of clean-up equipment such as 
pruners, rakes, trash burners, trash containers, 
etc. 


ADVERTISING—Send out a postcard to your 
list with copy reading “Your Last Chance to Clean 
Up that Garden Before Winter Sets In.” Then 
mention and illustrate several things that should 
be used in cleaning up the garden. For news- 
papers, editorialize on how important it is to have 
the garden clean and trim looking during winter 
months. 


HARDWARE WORLD 





MAXIMUM USE of wall space for 
self-service display is illustrated in 
this example of self-service wall dis- 
play, using Reeve’s “Shure Sell” 
double standards, brackets, price 
strips, division holders and bin glass. 
The shelves are instantly adjustable 
at one-inch intervals. Merchandise in 
the bins is easy to see and conven- 
iently at hand. Firm offers a new 
catalog illustrating hundreds of items 
of display equipment particularly 
adapted for hardware store modern- 
ization, by the Reeve Company. 
For Details Circle 175 on INQUIRY CARD 


A NEW MERCHANDISING PRO- 
GRAM offered by Stanley Tools 
makes it possible for every hardware 
dealer to create a tool department 
that will not only increase impulse 
sales of all hand tools, but will also 
build traffig to aid in selling other 
merchandise. This Profitool program 
provides the diagrams and bill of 
materials for a tool department that 
will attract mechanics, homeowners, 
and hobbyists. It also assists the 
dealer in the selection, re-order, and 
display of the most wanted merchan- 
dise in the most productive manner. 
For Details Circle 177 on INQUIRY CARD 


AUGUST 1956 








A TYPICAL DISPLAY, under the 
banner slogan, “Be particular .. . 
paint with General,” is built around 
a 22” x 28” blow-up of the current 
full-page four-color Sunset ad pictur- 
ing Diana Lynn in her distinctive liv- 
ing room and captioned “Diana Lynn 
is particular . . . she paints with 
General.” This is the co-ordinated 
campaign being used by General 
Paint capitalizing on consumers ad- 
vertising. This theme is expanded 
with additional posters. One, illus- 
trated with a large head-shot of the 
star, suggests that you “Have a new 
room like Diana Lynn’s in just a few 
hours with General Paints’ Faze.” 
Another, showing large color 
swatches, states that “here are the 
Trend Tone colors Diana Lynn chose 
for living room.” 
For Details Circle 176 on INQUIRY CARD 





FORM AD 8009 
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HANDGUNS-- 


especially 
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is growing, 
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.SO CASH IN WITH 


Millions of kids playing “cowboy” grow up to be 
campers... hunters... sportsmen. But there's better 
reason than that for the fast-growing interest in 
handgun shooting. Today, people have more spare 
time . . . and extra dollars to spend enjoying it. More 
people every day are realizing that, with proper 
instruction, there’s no safer, no better sport for every 
member of the family. And Colt’s aggressive new 
advertising is convincing them that there’s no better 
handgun than a COLT! 


OLT SALES -- NOW! 


If you want your handgun sales to get a move on, 
remember that COLT is a company on the move! 
You’ve already seen new models at new, low prices. 
Coming soon to boost your profits will be more new 
models designed with your customers in mind. On 
the way too, are several field-tested, business-building 
sales aids, such as Colt’s fast-drawing exhibition 
shooter — available soon to put on a show in your 
store! If you have your eye on future profits .. . keep 
your eye on Colt! 


FAMOUS IN THE PAST...FIRST IN THE FUTURE 


Dad will like... 


THE COLT PYTHON 


Finest handgun 

ever produced, a 

real handful for a 

real man. For .38 Special 

or .357 Magnum Cartridges. 


Mother and the youngsters will like . . . 


THE COLT .22 WOODSMAN 


With 412-inch (illustrated) 

or 6-inch barrel. Moderate weight, 
pleasant to shoot... and 
beautifully accurate! 


OLT Revolvers and Automatic Pistols 


COLT’S PATENT FIRE ARMS MANUFACTURING COMPANY, INC. 
150 Huyshope Avenue, Hartford 15, Connecticut 


A Distinguished Member of the' PENN-TEXAS CORPORATION Family of Progressive Companies 


For Details Circle 39 on INQUIRY CARD 
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You Can Beat Competition With 3 Services 


OMPETITION is going to be 
keen for business on big 
ticket items such as rifles, shot- 


guns, and assorted gear that the 
properly outfitted hunter will 
pack into the field this fall. This 
competition has developed along 


with credit selling, trade-in 
plans and improved repair fa- 
cilities. 

Despite reluctance to enter 
into credit selling, trade-ins, 
etc., the dealer who expects to 
hold his own with the depart- 
ment stores, sports stores, etc., 
that are offering these services, 
is going to have to come up with 
something along this line if he 
expects to achieve satisfactory 
volume. 

There are many types of 
credit plans and each dealer 
will have to choose the one that 
best suits his particular opera- 
tion and the one that is best 
suited in the light of working 
capital available, volume of 
business, and the type that will 
fit in with his customers pref- 
erences. 


Financing Own Plan Has Advantages 

For larger dealers with suffi- 
cient working capital the ad- 
vantages of carrying their own 
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paper are many. For one thing 
sales contracts can be executed 
without the approval of a lend- 
ing agency such as a bank or a 
finance company, and gives store 
complete control over the entire 
operation. Another advantage 
is in having payments made in 
the store and exposing good 
credit-risk customers to the 
merchandise each month. It is 
also easier to maintain an open- 
type credit plan whereby cus- 
tomers can make additional pur- 
chases and have them added on 
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RABBITS OR SQUIRRELS /” 


to the monthly payments, when 
the entire operation is controlled 
within the store. 

Another advantage of a store- 
financed and controlled credit 
plan is the resulting profit from 
the paper itself. Here, at preva- 
lent interest rates, the store 
quite often makes as much profit 
from the paper as they do from 
the merchandise sold. This is a 
fair profit and no more. If a 
dealer has money tied-up in a 
credit operation that he could 
otherwise use for stock, then he 
should expect the same return 
profit-wise. 

For the dealer who wants to 
limit his business to that of re- 
tailing and not a combination of 
retailing and financing, there 
are other credit plans available. 


Manufacturers and Wholesalers 
Offer Aids With Plan 
Some manufacturers have 
time payment plans that dealers 
can utilize when selling the 
manufacturers products. These 
manufacturers make available 
to retailers the necessary forms 
and promotional materials need- 
ed in this type operation. 
Many of the wholesalers have 
a broad finance plan in opera- 


57 











tion to help their dealers com- 
pete for their share of business 
in this day of credit plan buying. 
These wholesalers make avail- 
able to their dealers the neces- 
sary forms, tickets for marking 
merchandise, and various types 
of promotional materials. 

Last but not the least im- 
portant is the lay-away plan of 
selling. This is particularly 
good for small dealers, and even 
larger stores with a credit plan 
can use this method of selling 
those customers who prefer to 
pay for merchandise before 
actually taking possession. 

This offers the advantage of 
giving dealer control of the mer- 
chandise until payment has been 
made in full or until an agreed- 
upon sum has been paid. Sec- 
ondly, because dealer does have 
possession of the merchandise, 
the down payment and subse- 
quent payments can be made low 
enough to overcome the often 
encountered sales resistance to 
large monthly payments. 

Regardless of type of credit 
plan that is used in the sports 
department there are certain 
things that must be done to 
make it worthwhile volume wise. 


Tell Customers About Plan 


Customers shouldn’t have to 
ask if credit is available. There 
should be enough signs or ban- 
ners in the department pro- 
claiming the availability of a 
credit plan to dispel any doubt 
that customer might have when 
he walks into the department. 

Every major item, which in- 
cludes all guns that are on dis- 
play, should have a ticket at- 
tached to the trigger guard 
showing the full retail price, the 
down payment and amount of 
regular payments. This makes 
it easy for the customer to pick 
out the price range that he can 
afford, and from there he can 
then select the particular 
weapon that fits his fancy and 
need. 

The particular type of credit 
plan should be featured in all 
advertising and promotional ef- 
forts of the department. 

In this day of modern com- 
petition and modern merchan- 
dising, a convenient credit plan, 
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SPORTS PROMOTION of the MONTH 


(Scheduled on our calendar, 


page 49, for Sept. 1-14) 

















OBJECTIVE—This promotion is designed to start moving hunt- 
ing gear in volume well in advance of the major hunting seasons 
through the use of some type of credit selling plan. 


WINDOW should be arranged to show all kinds of rifles and shot- 
guns carried as well as allied gear that hunters buy to make hunting 
more comfortable and enjoyable. All merchandise should be ticketed 
with cards showing the credit plan set-up. This ticket should have 
full retail price, down payment price and monthly payment. Across 
back of window, in about same position as the “Easy Payment Plan” 
ticket shown in window above, there should be a sign or a banner 
reading something like “Shoot The Works .. . on Easy Terms.” 


IN STORE—All major items should be ticketed with card show- 
ing that this merchandise can be bought on time, and with detailed 
information such as full price, down payment, monthly payment, 
etc., on tickets so that browsers can sell themselves. Allied merchan- 
dise such as tents, sleeping bags, camping equipment, can be ticketed 
with complete credit plan cards or cards showing that items can be 
added on to credit plan. 


HARDWARE WORLD 




















although a necessary part of an 
aggressive merchandising pro- 
gram, is not enough by itself to 
make the sports department 
realize its full potential. There- 
fore, we might look at some of 
the merchandising devices that 
have been found worthwhile by 
other dealers. 


Double Source of Profit with Trade-ins 

Some dealers have found 
trade-ins to be an excellent way 
of attracting additional busi- 
ness to the gun department. 
There are many sportsmen who 
would like a new gun and would 
buy one if they could realize 
something on the model they 
now have. 

In addition to moving a 
greater number of new guns, the 
department will also have a 
stock of good guns that can be 
sold in an “as is” condition, or 
as reconditioned guns after the 
stock has been refinished and 
the barrel reblued. 

These used guns can be sold 
at a reasonable profit to a large 
group of customers who can’t 
afford, or don’t feel that they 
can afford to pay the price of a 
new gun. The classified sec- 
tion of local newspapers is an 


BIG CATCH BY WESTERNER 






A GOOD DAY’S FISHING seems to 
be the concensus of the group around 
this 428 pound blue marlin caught by 
E. C. Bishop, (holding fishing gear) 
president of Bishop-Conklin Division, 
Devoe & Raynolds Company, Los 
Angeles, during a recent visit to 
Hawaii. Landed after a 55-minute 
struggle, the fish measured 11 feet 
in length, with a girth of 54 inches. 
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excellent place to advertise used 
and reconditioned guns. 

Availability of a service de- 
partment is a big inducement to 
any hunter to purchase a gun in 
a particular store. This service 
department can be a part of the 
sports department or can be an 
arrangement with an outside 
gunsmith who will do the work, 
but, either way, all customers 
and potential customers should 
be aware of this service. 

There are of course many 
other things that the sports de- 
partment can do to maintain 01 
boost present volume, but these 
three aspects—a good credit 
plan, a trade-in setup, and re- 
pair service facilities—are al- 
most a must in order to compete 
with large department stores 
and sporting goods for a fair 
share of this fall’s hunting gear. 

These three services when 
combined with an aggressive 
merchandising - promotion pro- 
gram that includes window and 
instore displays, and plenty of 
advertising through news- 
papers, radio, as well as direct 
mail, stuffers, etc., will go a long 
way toward putting your sports 
department in the front running. 


ATTEND GLADDING SALES MEET 





ine 


THREE WESTERN SALESMEN of 
the B. F. Gladding & Co., Inc., fishing 
line company of South Otselic, New 
York, are shown outside the offices 
of the firm during annual sales meet- 
ing held May 2-4, with Mrs. B. A. 
Coleman, vice president in charge of 
sales and advertising. The salesmen 
(left to right) are: Rav Spackman, 
Van Nuys. Calif.; Mrs. Coleman; Leo 
A. Petronave, San Mateo, Calif.; and 
Art Stose, Seattle. 





SPORTS NEW PRODUCTS—— 





276€-—BLACK NICKEL FINISH has 
been added to four of Evan’s popular 
lures on theory that flashing spinners 
and wobblers are not always desirable. 
After heavy plating, lures are hand 
buffed until stripes of brass are bur- 
nished through the sheen of black 
finish. Lures range in price from 50¢ 
to 80¢.-—Glen L. Evans, Inc. 





276—TWO TROLLING REELS de- 
signed for use with monofilament lines 
have super-strong spools with heavily 
reinforced brass flanges to withstand 
extreme pressure exerted by monofila- 
ment line. Model #162, priced at 
$12.95, has capacity of 325 yards of 
25 Ib test. Model #163, priced at 
$14.95, has 400 yards capacity of 35 
lb test—Montague-Ocean City Rod & 
Reel Company. 





277—20 GAUGE VERSION of Win- 
chester’s Model 50 shotgun is now 
being shipped to dealers. The 20 gauge 
is shown in profile below the Model 
50 in 12 gauge. The 20 gauge also fea- 
tures the non-recoiling barrel found 
on the 12 gauge. This smaller bore 
version makes an ideal automatic for 
skeet shooters, duck hunters and for 
upland birds.—Olin Mathieson Chem- 
ical Corporation. 
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You'll make more money selling 


victor 


Decoys 


—there’s a type for 
every duck hunter 


YEs, Victor offers the only complete 
line of duck decoys—a type and species 
for every hunter in any area. Victor prices 
range from the lowest, through popular- 
priced modeis to deluxe. Sell Victors and 
you'll sell more decoys this season a 

every season. 











Victor Majestic Champion 
One piece Tenite plastic. Life size, color- 
fully finished, internally 
balanced. 5 species. 


Victor Majestic Standard 
Waterproof Tenite plastic. Adjustable 
head. Internally balanced. Realistic col- 
ors. 7 species. Oversize Deluxe model 
available in 6 species. 


SAE 


Victor Tru-Life one picce, life- 
size molded fiber. Prebalanced, water- 
proof. A tough, light weight decoy at a 
low price. 3 species. 


Victor Veri-Lite Light, tough, 


waterproof molded fiber. Self-righting. 
ovable head can be glued in any 
position. 9 species. 


Victor Deluxe Goose 


Rigid, pressed fiber shell. Field 
type; can be converted to 
water use by adding board. 
Feeding and_ upright 
heads supplied. Standard 

Canada, Snow and Blue 
Goose models available. 







Other Victor decoys include wood, 
molded fiber field type, crow and owl. 
Also Victor Cro-Tone calls, anchors and 
balance weights. 

Order from your wholesaler 
ANIMAL TRAP COMPANY OF AMERICA 
Lititz, Pa. « Pascagoula, Miss. « Niagara Falls, Can. 

For Details Circle 40 on INQUIRY CARD 
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278— FOR HOISTING such heavy 
loads as deer, boats, outboards, etc., 
the E-Z Tackle Lok that is small 
enough to fit in a shirt pocket is the 
answer. Operates with 4 in. to % in. 
line and will hold any load that rope 
will take. Locks or releases with 
downward pull on rope. — McManus 
Manufacturing. 





279—DELUXE TYPE, manual pickup 
Sure-spin spinning reel weighs only 
7% ounces, which makes it especially 
welcome to fishermen who like light- 
weight, sporty rods and tireless cast- 
ing. Spool holds 200 yards of 6-Ib 
test monofilament line—Louis John- 
son Company. 





easily attached without special tools 
to sides or ends of boat. They can 
be used in any desired combination 
and hold up to 1,000 lbs without shift- 
ing. Both chains and clamps are rub- 
ber covered to prevent marring.—Fra- 
bill Manufacturing Company. 


SPORTS NEW PRODUCTS 








281—EXTRA HEAVY CONSTRUC- 
TION has gone into this 2-piece hol- 
low glass rod to make it suitable for 
Pacific surf casting and Northwest 
steelheading. Also excellent as mooch- 
ing or bottom rod. Available in 9-foot 
length with either spinning or trolling 
guides. Natural tan blade with color- 
ful nylon wrapping at guides.—Pre- 
max Products. 











282— WEBER’S SALMONEGGERS 
look like real salmon eggs on a hook. 
Rigged with one or more pinkish-red 
plastic beads on a gold-plated hook, 
the Salmonegger presents a realistic 
imitation of a natural salmon egg or 
a gob of eggs. The flowing wing of 
polar bear hair simulates the milky 
substance found in natural eggs.— 
The Weber Lifelike Fly Co. 





2883—SCREW-BALL Spinner lures for 
spinning, casting and trolling are of- 
fered in wide variety of colors for 
catching fish and fishing customers. 
Lures have “Weedless-propeller ac- 
tion” and are claimed to be free of 
line-twisting action. Individually pack- 
aged in clear case.—Hill Bait Manu- 
facturing Co. 


284— THREE g 
NEW CARDED | 
ASSORTMENTS |77 
of “Sprite” lures (J 
have been an- |74 
nounced. Sprites /7@ 
are forged spoon |* 
lures with triple 
or double hooks 
that can be fished 
in either salt or 
fresh water. Each 
assortment con- 
tains six lures of 
either 0, 1, 2 or 
3 sizes. Only non- 
weedless Sprites 
are carded in assortments. Display 
cards are printed in orange, black and 
white.—Louis Johnson Company. 
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NEW PRODUCTS— Continued From Page 21 








143—‘SEE-THRU”’’ drawers of 
“Mighty Midget,” 61. in. square stor- 
age cabinet, divided into three com- 
partments, allowing user to make 12 
separate bins for storage of paper 
clips, stamps, etc. Plastic frame re- 
sists breakage; rubber tipped feet pre- 
vent scratches.—The Campro Sales Co. 





144—-FOUR NEW DECORATED pat- 
terns for Florence dinner plates and 
bread and butter plates now have 
strikingly different motifs, adaptable 
for modern, traditional, and period 
background. Colors in motifs are on 
white ware only—Prolon Plastics Div., 
Pro-phy-lac-tic Brush Co. 





145—COMPLETE ASSORTMENT of 
trim finishes on Moe Light’s pre-wired 
recessed fixtures are baked white, solid 
aluminum, chromium and _ brushed 
brass. Steel spring fasteners permit 
easy attachment or removal from 
housing for cleaning or relamping.— 
Moe Light Div. of Thomas Industries, 


AUGUST 1956 









146—REUSABLE plastic lace doilies 
for use in homes, institutions, restau- 
rants, etc., are now available in 6, 8, 
and 10 in. sizes. Easy to clean with 
mild soapy water. Rinse and dry and 
they are ready to use again. Choice 
of bone white and pastel colors.— 
Columbus Plastic Products, Inc. 


147—ONE STROKE furniture wax 
now enables housewives to wax furni- 


ture without labor and bother of 
messy cans, spilled bottles, and tire- 
some rubbing and buffing. Wax is im- 
pregnated into a new resilient mate- 
rial that applies an even layer of 
semi-self-polishing wax on furniture. 
—Wizard Manufacturing Co. 


148—‘WEENER STEEMER,” a 
heavy, sturdy steel wire rack fits in 
any three quart sauce pan, making it 
easy to cook wieners professionally. 
Wieners are cooked in steam, not wa- 
ter. Keeps wieners nice and tender 
without water-logging. Rack is nickel 
plated—David Douglas & Co., Ine. 





149—SIMPLE TO USE, Foamflex 
door-stripping for do-it-yourselfers 
and home builders is available in set 
of two 7 ft lengths and one 3 ft length. 
Takes less than ten minutes to weath- 
erstrip a whole door. It’s weather- 
resistant, and can be painted to match 
any color scheme.—J. W. Mortell Co. 





150—AUTOMATIC “SLUG - EJEC- 
TOR,” on “Arco Hole-Saw” pops out 
discs immediately, allowing operator 
to work approximately three times 
faster. Powered by any electric drill, 
drill press, lathe or motor. Cuts per- 
fect holes in walls, plastics, ete.—Ar- 
row Metal Products Company. 





151—U-CHECKIT, a new “do-it-your- 
self” continuity checker, tells the user 
whether or not his TV or radio tube 
is shorted, and checks all electrical ap- 
pliances in the home, office, factory, 
and on the farm. Display card holds 
12 U-Checkits. Tester sells for $4.95. 
—Nutronics, Inc. 
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EASIEST 









Can be adjusted 
te 1/100 of an 
inch, 


SAFEST 


SAVE 60% 





OF YOUR 


CATALOG COST , 





Introducing the 


SELF-SERVICE PLAN : 


ADJUSTABLE 
MIRROR & PICTURE 



































HANGERS THE FIRST SOUND PLAN FOR CATALOG ECONOMY 
First: to recognize the value of local compiling as a necessary 
* economy. 
Sets of 2 double-hole ‘ i 
hangers holds up to 150 hangers weeds cete t | First: 2 oe er printing assistance without costly 
: ONE-TIME SETTING of the S & M wireless adjustable | Fiett: Via 
a ad hangers keeps mirrors and pictures level indefinitely a : : : 
— No wires needed. Hangers, which come with spe- | First: ee ames prea ganns dong | 
—_ cial nails, form a two-way steel grip . . . ends } 
— tilting, slanting and continuous realignment, be- : ; 
eRe ; 
jm cause hangers are adjustable to 1/100 of an inch. WRITE: TODAY for full particulars. : 
| Absolutely safe for the heaviest mirrors and pictures. i 
Sets of double-hole and also single-hole hangers are QUAD-line Typesetting — ; 
i packaged on a card containing self-sales message t 
Send for details and } 
price list. QUAD.line Typesetting (Established 1952) 
d ; 212 3rd Street, Angeles 13, Californi : 
SCHRAGER & McGUIRE Seen Sst" Geneon hce., Sammut Pots Conk. lee tam tas Regeion 
1355 Market Street San Francisco 3, Calif. For Details Circle 42 on INQUIRY CARD 
For Details Circle 41 on INQUIRY CARD i 
ase sales with 
| 
7 
| irotine 
| 
| 
Economical i 
Proven in use 
High Flash Point 
| Slow Drying 
Long Leveling 
Pleasant Odor 
Fast Turnover 
Greater Markup 
Qts., Pts, VoPts. 
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Use Inquiry Postcard for Further Information About NEW PRODUCTS 








152—BEAUTY AND SAFETY are 
combined in these crystal glass and 
gold candle-holders. Lamps are hand- 
some pieces for buffet table, mantel 
or formal table setting. Also comes in 
chromed base and platinum ringed 
glass shade.—Inland Glass Works Div. 
Club Aluminum Products Co. 






we 


153—RINGLET CLOTHESPINS, are 
a modern, clean and safe way of 
hanging clothes. Plastic rings elimi- 
nate splinters, snags and tears. Made 
of durable plastic in a wide variety 
of colors. Comes in display box.— 
Ringlet Clothes Pin, Inc. 





154—“GENERAL SERVICE,” low- 
cost ratchet threader for .”, 4%” and 
1” pipe sizes is designed for long 
rugged service in the workshop, 
home, or on the farm. A malleable 
iron collar contains the positive, non- 
slip, 2-way ratchet mechanism for 
fast, easy pipe threading.—The Cape- 
well Manufacturing Co. 


AUGUST 1956 





155—SERV-IT, 3-piece Fiberglas cas- 
serole server is designed to keep heat 
in dish and off table. Pyrex dish and 
cover are ovenproof, and Fiberglas 
holder is shock resistant. Air space 


between dish and holder provides 


2-way insulation.—Pierson Industries, 
Inc. 





156—CAMPERS AND HOUSE- 
HOLDERS will be attracted to the 
new “Grant Tool” line of sledges, 
hand axes, and claw hammers. Heads 
are of virgin cast iron and steel. 
Choice of 4 and 6 Ib. sledges, 1144 and 
2% lb. hand axes, and 8 and 16 ounce 
claw hammers.—Pope Foundry & 
Machine Co. 


157—“‘QUICKIE”” HANG-RAK, 
clamps onto any type of ironing 
board, saving both time and steps on 
‘jroning days.” After ironing, gar- 
ment can be hung on rod without ris- 
ing from sitting position. Holds 21 
garments. Folds together with iron- 
ing board for easy storage.—Hancock 
Corporation. 





158—HANDY, wall-hanging Club 
coffee dispenser, in glamorous tur- 
quose or copper canister with smart 
black plastic base, keeps coffee com- 
pletely covered and protects the fla- 
vor. Each flip of the lever dispenses 
just enough coffee for one cup.—Club 
Aluminum Products Company. 





159—VERSATILE electric oven 
toaster is complete with temperature 
control making it equally adept at 
toasting rolls, broiling steaks, grill- 
ing cheese and bacon and all types of 
sandwiches. Styled in copper and 
black, it adds beauty to any setting, 
formal or informal.—The Silex Co. 





160—VENTILATION and security 
are assured with this window venti- 
lating lock, which is a permanent fix- 
ture for protection against intruders. 
Lock can be installed about eight 
inches above meeting rails, allowing 
window to be opened for ventilation. 


—H. B. Ives Co. 
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Come the Fall, and the move is to indoor life again. That’s your cue to 
promote a “home dress-up” with everything from paint to wallpaper to 
decorative housewares and, of course, beautiful Boontonware. This 
finest of melmac dinnerware is ideal for profitable promotion. It’s guar- 


anteed against breakage, 


table. 


Boontonware featured in your “dress-up” displays will stop traffic, 
inspire sales. There’s national advertising and promotion to back you, 


plus new packages, displays and mat ads. You'll need a good supply of 
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Boontonware, so see your jobber today. 
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MELMAC® DINNERWARE AT ITS FINEST 
‘written guarantee with every purchase 


MANUFACTURED BY THE BOONTON MOLDING CO., BOONTON, N. J. 
For Details Circle 45 on INQUIRY CARD 


and the “Gourmet Colors” set a sparkling 











NEW PRODUCTS 


167 — LIGHTWEIGHT, yet sturdily 
constructed laundry rack holds shirts, 
blouses, dresses, ete., eliminating 
hanging of freshly ironed clothes on 
doorknobs, chairs, etc, Rack can also 
be used for drying clothes. Completely 
portable, it folds compactly for stor- 
age. Retails for $4.95.—W. L. Gill Co. 





168 —SELF-DISPENSING box for 
Tamms steel corner tape, contains 
continuous 100-ft. roll, permitting user 
to cut off amount needed for the job, 
eliminating waste. Tape is ideal for 
use on inside and outside corners, 
caps, attic angles, and other dry-wall 
taping applications—Tamms _ Indus- 
tries, Inc. 
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169—REPLACABLE vinyl insert, a 
feature of the M-D AP-3%,” alumi- 
num thresholds, permits user to re- 
place vinyl insert without returning 
entire threshold to the factory. Thres- 
hold is 3%,” wide over all, /.” high 
to top of threshold with overall height 
of %”, and 24%,” wide across top. — 
MacKlanburg-Duncan Co. 
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GREENLEE 


your highly dependable source 
of fine hand tools 


170—ALL-PURPOSE, Uni-Form fer- 
tilizer is 50% organic, dust-free and 
easy to apply. Claim there is no 
danger of burning when properly used, 
and one application lasting all season 
is said to give astounding results even 
on poorset soils. Uni-Form 10-6-4 is 
available in 5, 25, 50, and 80 Ib. bags. 
Backed by national advertising and 
local advertising support. — Lebanon 
Chemical Corp. 


171—IMPROVED SPRING PLIERS 
utilize a coil spring just below the 
hinge which keeps pliers open at all 
times. This leaves inside of handle 
free from any obstruction and per- 
mits use of plastic handles.—Mathias 
Klein & Sons. 


172—LITTLE DIAMOND CLIPPER 
drives triangle glaziers points into 
wood sash easily and quickly, and pre- 
vents broken glass and injured fingers 
that often resulted from driving 
points with screw driver or chisel. Re- 
fill points are available—The Flet- 
cher-Terry Company. 


AUGUST 1956 








WHEN you stock the Greznuze 
line, you can be sure that you have 
tools of inherently outstanding value 
and excellence. You can be sure, also, 
that you have a reliable source upon 
which you can always depend. 


For nearly 50 years this firm has been 
famous for fine products. It is equipped 
with the best of modern production 
machinery and factory facilities... 
uses only the finest grades of materials 
for its tools...employs highly ex- 
perienced craftsmen to produce them, 


And each year finds more new develop- 
ments in work at GreENLez. New pro- 
duct improvements, better packaging, 
consistent national advertising — ail 
designed to make this a top selling line 
for you. All are reasons why it pays to 
stock and build extra volume with 
GREENLEE . . . a progressive, highly de- 
pendable source for you. 


= 
GREENLEE 


STOCKED BY LEADING WHOLESALERS 


GREENLEE TOOL CO. 





1788 Herbert Ave., Rockford, Illinois 
For Details Circle 46 on INQUIRY CARD 
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“FINGERTIP FACTS FOLDER,” 
describes the complete line of ACCO 
chains for a multitude of domestic and 
industrial requirements and shows the 
many and varied combinations of 
standard and special assemblies that 
have been designed for the needs of 
industrial plants, maintenance shops, 
farms, boating and yachting, truck- 
ers and contractors. 

The folder, prepared by the Ameri- 
can Chain Div., American Chain & 
Cable Company, Inc., also contains 
data on construction features, appli- 
cations, packaging, weights and other 
general information of interest to 
users. 

For Details Circle 200 on INQUIRY CARD 


“MATICO’S SIMPLIFIED IN- 
STALL-IT-YOURSELF METHOD,” a 
24-page booklet contains explicit step- 
by-step instructions on preparing the 
underfloor, laying saturated felt lin- 
ing, measuring and marking the room, 
checking the border width, spreading 
adhesive, installing the tile and cut- 
ting in border tiles. Available from 
Matico Products, a special section is 
devoted to sample floor patterns with 
a tabulator to help determine amount 
of tile needed, and a 10 x 14 inch 
block of graph paper on which to 
chart the floor. 

For Details Circle 201 on INQUIRY CARD 


McKINNEY’S entire line of forged 
iron hardware for interior and ex- 
terior residential use is described and 
illustrated in a 70-page, spiral bound, 
8% x 11 inch, reference book pre- 
pared as a guide for architects, con- 
sultants, wholesalers and retailers of 
hardware. 

For Details Circle 202 on INQUIRY CARD 


“HOW TO PAINT THE EASY 
WAY ... WITH A SPRAYER,” a 16 
page illustrated booklet covering 
sprayer selection, preparation of sur- 
faces to be sprayed, spraying tech- 
nique and the handling of specific 
types of spraying, is available from 
Burgess Vibrocrafters, Inc. 

For Details Circle 203 on INQUIRY CARD 
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ON INQUIRY CARD PAGE 66 


CFI SCREW AND RING SHANK 
NAILS, 4-page booklet, describes and 
illustrates uses for their products that 
were designed for use where increased 
holding power is desired. Typical 
uses are in construction framing, boat 
building, cabinet work, crating, and 
general construction uses. 

For Details Circle 204 on INQUIRY CARD 


1956 PYREX DEALER CATALOG, 
presents the full line of Pyrex ware, 
listing the new prices for Pyrex con- 
sumer ware, covering retail prices on 
Pyrex brand flameware, ovenware, 
bakingware, dinnerware, nursing 
units, measures and tumblers. Bul- 
letin may be obtained from Corning 
Glass Works. 


For Details Circle 205 on INQUIRY CARD 





LOG offered by Decatur Pump Com- 
pany, is devoted to five separate sec- 
tions, each section giving general in- 
formation about capacities, depths, 
and showing typical installations. 
For Details Circle 206 on INQUIRY CARD 


BURKS WATER SYSTEM CATA- 


“PLANNING YOUR KITCHEN 
LAYOUT,” a booklet offered by Re- 
public Steel Corporation explains the 
function, sequence and relationship of 
various work centers and how they fit 
together to form an efficient kitchen. 
This new planning primer leads off 
with brief descriptions of the three 
basic work centers the mix-and-fix 
center, where the refrigerator is lo- 
cated; the clean-and-cleanup center, 
which includes the sink, and the heat- 
and-serve center, with range and 
oven. The back cover has been ruled 
off in half-inch squares which may be 
used by the homeowner in roughing 
out a plan for a new kitchen for him- 
self. 

For Details Circle 207 on INQUIRY CARD 


COLUMBIAN’S complete new line 
of woodworkers’ vises are described 
in a bulletin made available by the 
Columbia Vise & Mfg. Company. An 
outstanding feature is the introduc- 
tion of a new numbering system and 
selection table, which enables the user 
to easily choose the exact vise best 
suited to his needs. 

For Details Circle 208 on INQUIRY CARD 


“CASTING ALUMINUM,” is a new, 
130-page technical handbook recently 
issued by Reynolds Metals Company 
to provide a better understanding of 
the design and production of alumi- 
num castings. It includes clear and 
concise information to help the de- 
signer select the casting process and 
the aluminum alloy best suited to meet 
the requirements of the product. 

For Details Circle 209 on INQUIRY CARD 


STANLEY TOOLS has published 
a 24-page rotogravure catalog illus- 
trating scores of its “Handyman” line 
of popular tools. Valuable pointers 
and shortcuts on tool application 
shown in the booklet will be appre- 
ciated by home, farm and summer- 
camp handymen. 

For Details Circle 210 on INQUIRY CARD 
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PADLOCK CATALOG available from 
Master Lock Company describes two 
newly designed super security pad- 
locks and various styles and sizes of 
Master padlocks. 

For Details Circle 213 on INQUIRY CARD 


HALLOWELL SHELVING CATA- 
LOG, offered by The Hallowell Div. of 
Standard Pressed Steel Co., contains 
tips on how to plan installations and 
order shelving in more than 1000 
combinations to fit any storage or 
supply-handling. Step-by-step draw- 
ings and photographs show how Hal- 
lowell shelving can be built from the 
simplest post-and-shelf arrangement 
to glamorized, fully enclosed, tamper- 
proof units with backs, sides, tops and 
sliding or swinging doors. 

For Details Circle 211 on INQUIRY CARD 


ACME STEEL has published a 
booklet with scores of ideas on using 
Dexion Slotted Angle. Photographs 
and descriptions of current commer- 
cial and industrial applications show 
the versatility, strength and economy 
of Dexion for a wide variety of plant 
maintenance and equipment needs. 
Featured also in the new booklet are 
simple instructions and suggestions 
for getting maximum use from 
Dexion. 

For Details Circle 212 on INQUIRY CARD 


UNITIZING BOOKLET, offered by 
Acme Steel Company shows in 50 
practical applications how steel strap- 
ping is providing faster handling of 
products, savings in packaging mate- 
rials, better use of warehouse space 
and increased product protection. 

Entire Booklet deals with unitiz- 
ing, the method of grouping individual 
products or packages into a single 
unit through the use of steel strap- 
ping. All unitizing ideas included in 
booklet are actual photographs of 
field-tested applications. 

For Details Circle 214 on INQUIRY CARD 


HOW TO INSTALL TY, a catalog 
now available from Javex, explains 
the ABC’s of TV installations in a 
language that makes it simple for 
everyone. Catalog contains reference 
to typical installation using diagrams 
to show how it is done, and also shows 
a complete lineup of accessories used 
in practical installations. 

For Details Circle 215 on INQUIRY CARD 
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New CAMPBELL CHAIN Exclusive 


“MEASURE: MARK 


€-NEZ =GNG Lan GaN EAE TONG WANS) 


Chain sellers and buyers everywhere have been 
quick to recognize these advantages of new Campbell 


"Measure-Mark” Chain .,°. furnished at no extra cost! 


COLOR-CODED 
IDENTIFICATION 


QUICK, EXACT 
MEASUREMENT 





GREEN—Proot Cail 





Marked every 5 feet— BLUE—<High Test Stee! 
pre-measured for easy handling 


and exact measurement. 


ORANGE—Cam- Alley Steel 


Color-mark on the chain instantly 
and positively identifies grade of 
chain—in or out of the container. 


INVENTORY 
CONTROL LABELS 








Space provided for "Perpetual 
Inventory” control. Guaranteed 
footage marked on label. 





Ask your Campbell representative—or write us for full 


details on this revolutionary new chain development. CAMPBELL 


CHAIN 
AVAILABLE ONLY FROM 


CAMPBELL CHAIN Company 


York, Pa 


eW. Burlington, lowa « Portland, Ore. « 


For Detalls Circle 47 on INQUIRY CARD 
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HOW TO USE THE PORTER- 
CABLE BAYONET SAW, a 26-page 
manual for builders, carpenters, 
Formica workers, maintenance crews, 
pattern makers, and other trades 
which involve cutting or shaping 
wood, metal or plastic may be ob- 
tained from the Porter-Cable Machine 
Company. Manual describes’ the 
Porter-Cable Bayonet Saw and many 
of the practical cutting jobs that it 
will do, and gives valuable sugges- 
tions for plunge cutting in wood, 
laminated plastics and plywood, as 
well as for notching and shaping 
stock as in house framing. 

For Details Circle 216 on INQUIRY CARD 


COLUMBIAN VISE has just issued 
two new bulletins describing its com- 
plete vise line. Vises and vise acces- 
sories for virtually every use are il- 
lustrated and described in detail. 
Among the units listed are machinists’ 
vises of stationary base, swivel base 
and adjustable jaw types; combination 
pipe vises, sheet metal workers’ vises 
and heavy chipping vises. 

For Details Circle 217 on INQUIRY CARD 


HOW TO MAKE MORE PROFITS 
ON GARDEN CHEMICALS is the 
theme of a 16-page sales brochure 
prepared for nursery and hardware 
dealers by the Hayes Spray Gun Com- 
pany. Brochure contains valuable sug- 
gestions for increasing sales of spray 
materials and describes and illustrates 
the important features of Hayes gar- 
den hose sprayers. 

For Details Circle 218 on INQUIRY CARD 


GRIFFIN’S LINE of Hand Hack 
Saw Blades, Coping Saw Blades, Jig 
Saw Blades and Scroll Saw Blades are 
covered in a catalog page recently is- 
sued by G. W. Griffin Co. 

For Details Circle 219 on INQUIRY CARD 


“HOW TO BUY A BETTER 
WATER SYSTEM,” available from 
Decatur Pump Company, tells sev- 
eral important things a customer 
should consider in buying a water 
system, such as capacities, pressures, 
differences between shallow and deep 
wells, ete. 


For Details Circle 220 on INQUIRY CARD 


STIKK-STRIP, BRONZE SELF- 
FASTENING WEATHERSTRIP de- 
signed to attach to exterior and inside 
doors without tools, nails, screws, or 
special skill is described and illus- 
trated in a folder offered by the Ad- 
hesive Metals Co. This new adhesive- 
backed Stikk-Strip fastens itself and 
stays stuck. 

For Details Circle 221 on INQUIRY CARD 


WESTLOCK has now made avail- 
able a four color catalog brochure con- 
taining complete information and 
specifications on Westlock’s Sunray 
locksets, matching door handles and 
exterior trim. 


Fer Details Circle 222 on INQUIRY CARD 
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HUDSON SPRAYER AND DUSTER 
CATALOG No. 501 shows and de- 
scribes complete line of hand and 
power sprayers and dusters made by 
Hudson Manufacturing Company. 
For Details Circle 224 on INQUIRY CARD 


REPUBLIC WELDED CHAIN 
CATALOG published by the Bolt and 
Chain Div. of Republic Steel Corpora- 
tion describes and illustrates over 25 
lifferent types of welded chain and 
chain assemblies, plus a complete line 
of accessories. The first seven pages 
of catalog are devoted to a General 
Information Section on welded chain, 
with important points on its care and 
maintenance. 

For Details Circle 223 on INQUIRY CARD 


THE DEMING COMPANY has is- 
sued a green and black laminated wall 
chart for use by distributors. The 
18” x 24” chart shows the Deming 
Big 6 group of water systems, gives 
performance data and outlines rec- 
ommended uses. Covered are the 
Deming “75”; “Marvellette”; deep 
well submersibles; convertible jet; 
“Oil Rite” and “Minuturb” systems. 

For Details Circle 225 on INQUIRY CARD 


VERMICULITE IN AGRICUL- 
TURE, a folder covering the use of 
vermiculite in agriculture, with a spe- 
cial insert for the home gardener, has 
been issued by the Vermiculite Insti- 
tute. é 

Included in folder are sections on 
growing house plants and making 
floral arrangements in vermiculite. 

For Details Circle 226 on INQUIRY CARD 


NORTH SHORE recently issued a 
four page brochure, illustrating and 
describing Therma - Cal all - purpose 
aluminum nameplates for use on Ir- 
regular surfaces and crinkle finishes. 
One page of the booklet is a catalog 
sheet describing accessories which can 
be obtained by Therma-Cal users, in- 
cluding photos, description and prices. 

For Details Circle 228 on INQUIRY CARD 





BOOKS—For Sale and Resale 


SUNSET WESTERN GARDEN 
BOOK “Landscaping for Western 
Living,” 192 pages, heavily illustrated 
with 233 photos, 210 drawings and 
91 three-dimensional plans, published 
by Lane Publishing Co. Price $2.00. 

This book is concerned with the 
best use of every inch of ground 
around a house whether it be for gar- 
dens, walks, patios, work areas or 
play areas for children. It also comes 
up with different solutions to prob- 
lems caused by lots of various shapes 
and locations, such as the long and 
narrow, the square, the corner, the 
hillside with slope above the house or 
with slope below. 

It fully covers, of course, the West- 
ern plant materials and their use. 
With so many new homes being built 
in the West, landscaping is a very 
important problem of home owners. 
This book should be one of the “best 
sellers” of the “Do-It-Yourself” type. 

For Details Circle 240 on INQUIRY CARD 


THE COMPLETE BOOK OF LOW 
CALORIE COOKING, 320 pages in 
hard cover binding, by Leonard Louis 
Levinson, published by Hawthorn 
Books, Inc., N. Y. It contains valuable 
information for retailers dealing with 
appliances, with extensive listing of 
new appliances for low-calorie cook- 
ing, an increasingly important part 
of kitchen knowledge for the home- 
maker. First to appear in any cook- 
book or diet book. Price $4.95. 

For Details Circle 241 on INQUIRY CARD 


HOW TO BUILD PATIO ROOFS, 
a Sunset book, 96 pages in cardboard 
cover, profusely illustrated with half- 
tones, diagrams and sketches, pub- 
lished by Lane Publishing Co. Price 

1.50. 

? This book shows nearly all possible 
types of roofs that can be built over 
patio areas and also how to construct 
them. It includes maximum and mini- 
mum specifications to guide the do-it- 
yourself builder. This book is good 
for resale to your customers and 
should produce sales of many items 
in your store. 

For Details Circle 242 on INQUIRY CARD 


“THE BALANCED LINE,” a 
16mm, black and white sound movie 
produced by the Warren Tool Cor- 
poration, explains the complete proc- 
ess—from raw steel to completed 
heavy forged hand tool, and tells why 
balance is important in hand tools, 
and how balance is built into the com- 
plete Warren-Teed line. Film will be 
made available for wholesaler sales 
meetings, service clubs and local TV 
industrial programming. 

For Details Circle 250 on INQUIRY CARD 


“COLOR CLUES FOR BETTER 
LIVING,” a 20-minute color movie 
produced by the O’Brien Corporation 
is designed as an aid to homeowners, 
architects, decorators and designers 
to help select the best color combina- 
tion for an interior. 

For Details Circle 251 on INQUIRY CARD 
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Sells Automatic Washers With Rentals 


Installation Fee of $10 Returned Only With Purchase of Machine 


HE hardware dealer who has 

been disappointed in the turn- 
over of automatic home laundry 
equipment may find the solution 
in a well-balanced rental pro- 
gram, according to D. J. Hazel- 
wood, operator of New Mexico 
Hardware Company, in Clovis, 
New Mexico. 

“The idea of going through 
all of the grief commonly asso- 
ciated with setting up an auto- 
matic washer in the home usu- 
ally causes the hardware dealer 
to balk,” Mr. Hazelwood said, 
“actually, however, as we have 
found through our own personal 
experience this is the only prac- 
tical way in which we can fa- 
miliarize a housewife who may 
later on be a prospect.” 


Low Pressure Selling Does It 


Home washer rentals at the 
New Mexico store are actually 
only a variation on the tradition- 
al “take it home and try it out” 
type of low pressure selling, Mr. 
Hazelwood added. For the past 
two years, any Clovis housewife 
can rent an automatic washer 
for the price of $1.00 per week 
plus $10 for the installation, use 
it for a period of a month or two 
and then apply the entire 
amount which she has already 
paid in to the purchase. 

Oddly enough, New Mexico 
Hardware Company does not 
leave the rental machine on the 
job in the home. Instead, the 
customer gets a brand new, in- 
dividually installed, and care- 
fully checked washer. 

“Our rental machines are our 
best salesmen,” Mr. Hazelwood 
smiled, “each of the machines 
has been in several homes and 
will continue to act as a silent 
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salesman as long as they are 
able to stand the pace. One ma- 
chine has been rented more than 
15 times and it represents the 
sale of not only 15 new auto- 
matic washers but a half dozen 
dryer combinations as well.” 

In most sales programs such 
as this where home demonstra- 
tions are offered, the hardware- 
man has every right to expect 
a percentage of “joyriders” who 
ask for the service with no in- 
tention of buying. In the case 
of automatic washer, however, 
the $10 installation charge, 
which is, of course, returnable 
only in the purchase of a new 
machine is a sufficient deterrent. 


Uses "Party Method" Saleswomen 


Along with the rental plan, 
New Mexico Hardware Com- 
pany has made use of another 
highly unusual stunt, personnel- 
wise which has stacked up a 
continuous flow of automatic 
washers either for rental instal- 
lations or outright purchase. 
This was the selection of half a 
dozen popular, active house- 
wives, who have been appliance 
customers of the store as a rule, 
to act as “part time saleswomen.” 
Each receives a commission on 
her appliance sales and is given 
a “free hand” in the matter of 
making calls, developing pros- 
pects, and otherwise carrying 
the banner of the New Mexico 
Hardware Company to prospects 
which the store could scarcely 
reach in any other way. Most 
of the “part-timers” make use of 
the familiar “party method” of 
selling, whereby they set the 
stage for a washer demonstra- 
tion in the home of one woman 
and invite a dozen or more other 


housewives in the neighborhood 
to “make a party of it.” Serv- 
ing refreshments, putting on a 
thoroughly entertaining demon- 
stration, such housewife-sales- 
people develop a long list of 
prospects at every such event 
and invariably show a high sales 
return. 


Beats Distance Problem 

A colorful example took place 
late last year when one of New 
Mexico Hardware Company’s 
supernumeries crossed the state 
line into west Texas, and set up 
a washing machine in one ac- 
quaintance’s home. Because of 
the distance involved, the fact 
that few of the prospects were 
familiar with the Clovis store, 
Mr. Hazelwood did not expect 
much to come of the event and 
was, in fact, glum over the ex- 
pense which was naturally in- 
volved in hauling the machine, 
setting it up, ete. Much to his 
surprise, however, this single 
demonstration sold $3,000 worth 
of major appliances within the 
next 15 days. 

Needless to say, Mr. Hazel- 
wood is thoroughly sold on this 
type of demonstration and con- 
tinues to keep an eye out for 
housewives of the proper abili- 
ties to go into such work. The 
store has a full complement of 
salesmen, many of whom make 
outside calls for the benefit of 
the appliance department. 

In the main, however, it has 
been the willingness to take the 
time and trouble to set up rental 
demonstrations and using women 
of the right type of initiative 
which has spelled automatic 
washer merchandising success. 
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New Pot 
& Kettle 
Club in 
Phoenix 


Daniel E. 
Ellis...New 
President 


After several organizational meet- 
ings the first official meeting of the 
Phoenix Pot & Kettle Club was held 
on March 23. On April 23 they re- 
ceived their charter from the Asso- 
ciated Pot & Kettle Club president, 
James P. Stewart, who made the trip 
to Phoenix with a group of Los An- 
geles club members at the new Sahara 
Hotel. 

Officers of the new organization 
were elected at the first meeting. 
They are: president—Daniel E. Ellis, 
buyer Arizona Hardware Co.; vice 
president — Irving Katzke, owner, 
Phoenix Hardware Co.; treasurer — 
Danny Martin, owner, Thrifty Whole- 
sale Co.; secretary—James R. Burnett, 
sales manager, Momson Dunnegan & 
Ryan Co. Directors are: J. Fred Kiehl, 
sales manager, Western Hardware 
Co.; Henry L. Bruner, owner Bruner 
Wholesale Co.; Kenneth Baker, buyer 
Arizona Hardware Co.; Joseph H. 
Hudson, manager Arthur’s Mercantile 
Co.; James A. Oppenheime, manager, 
Zork Hardware Co. 

Mr. Ellis, the first president, stated, 
“our club owes their start to the 
splendid work and effort of Herb 
Hawkinson of the Los Angeles Pot & 
Kettle Club. Herb made many con- 
tacts with the businessmen of Phoenix 
to interest them in forming a club.” 
At their charter meeting Mr. Hawkin- 
son was presented with an honorary 
membership. 

The club now consists of 26 mem- 
bers and it is holding weekly meetings 
at the Desert Sun Motel. President 
Ellis has extended an invitation to all 
visitors to Phoenix to attend one of 
these meetings when in town. 

The club was sponsored by the Los 
Angeles P & K Club, who gave them 
their Bell and Gavel. 


New Haven Names Vincent Co. 


Appointment of Paul Vincent Com- 
pany as exclusive sales agents in the 
Rocky Mountain area for New Haven 
clocks has been announced by Harold 
N. Grey, vice-president in charge of 
consumer sales division of New Haven 
Clock and Watch Company, New 
Haven, Conn. 

The Vincent firm, which is head- 
quartered in Denver, will represent 
New Haven in Colorado, Wyoming, 
Utah and Arizona. 
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A SCHOLARSHIP worth $500 is being presented John R. Thompson, (right), 
senior student in business administration at the University of Washington, by 
Verse R. Forgey, sales manager of Northwest Metal Products Company of 
Seattle, on behalf of the Associated Pot and Kettle Clubs of America Philan- 
thropic Fund. This scholarship, the Wilbur S. McCune Memorial Scholarship, 
was initiated three years ago in honor of Mr. McCune, a founder of the P & K 
Club. Scholarship is rotated among the associated clubs each year. The selec- 
tion of a deserving student majoring in business administration is the responsi- 
bility of the regional club. 


THE NEW CREW IS READY 


te 
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THE NEW OFFICERS OF THE LOS ANGELES POT & KETTLE CLUB were 
installed on June 15 at the Mayfair Hotel, Los Angeles. They are (left to 
right): recording secretary—Howard Whitney, manufacturers’ representative; 
director—Harry Johnston, manufacturers’ representative; first vice-president— 
E. T. (Griff) Griffith; Frank Harford, manufacturers’ representative, who made 
the gift presentation to the outgoing president; out-going president—John C. 
Adams, Osgood & Howell; Carl Hobson, Harper & Reynolds Co.; president— 
Joe Wilson, Hughson & Merton Co.; treasurer—Richard Howard, Harper & 
Reynolds Co.; director—Douglas Hillier, Corning Glass; corresponding secre- 
tary—Jack Badham, III, Hoffman Hardware Co.; 2nd vice-president—David 
Nielson, Charles G. Putnam Co. 


Robertson Joins Ramsey Corp. 


J. R. “Bob” Robertson has been 
named as special field representative 
by Ramsey Corp., to spearhead the 
sales of firm’s Ramco 3-Up Parts 
Cleaner and introduction of the Ramco 
“CSC” cooling system conditioner. 
Prior to joining the firm, Mr. Robert- 
son was sales manager of the As- 
sort-O-Post Company, Alhambra, Cal. 


USS Division Ups Millard 


Maxwell D. Millard, who started his 
steel sales career as a technical ap- 
prentice with American Steel & Wire 
Division in 1934, has been appointed 
general manager of sales. In his new 
post, Mr. Millard will supervise the 
sales activities of 250 salesmen and 
specialists throughout the nation and 
overseas. 
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... about People and Firms (Continued from Page 13) 





Kay 
Leber 


The Western Merchandise Exhibi- 
tors Association has moved their of- 
fices from space 258A to space 223-A 
in the Western Merchandise Mart, 
San Francisco, according to show 
manager, Kay Leber. The new offices 
are considerably larger and will per- 
mit handling the new activities plan- 
ned by the show management. 

At the same time it was announced 
that the fall shows are sold out earlier 
than heretofore and that exhibitors 
expect business to break records of 
previous shows. 

Over half a million items will be 
on display in the Civic Auditorium, 
Western Merchandise Mart, Sheraton- 
Palace, Sir Francis Drake, and St. 
Francis Hotels, when the show opens 
in San Francisco, August 5 for a run 
through August 8. 

From San Francisco the show will 
move to Portland, Aug. 12-15; Seattle, 
Aug. 19-23; and Spokane, Aug. 26-28. 


“THIS COUNTRY IS GROWING" 





GROWTH in the San Francisco trad- 
ing area was noticed by Herman H. 
Hoffman (left), sales manager, Utica 
Cutlery Company, Utica, N. Y., on 
his Western tour in June. He is point- 
ing this out to Chas. G. Putnam, who 
heads manufacturers’ representative 
firm by the same name which covers 
West Coast and represents the Utica 
firm. Mr. Hoffman left Utica on May 
31 and worked with representatives 
in Northern California, Southern Cali- 
fornia and Pacific Northwest. On June 
17 he flew to Denver where he con- 
ferred with Phil A. Johnson, manufac- 
turers’ representative for Utica in 
the Mountain States. 
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Heads 
Griswold 
Sales 
Force 


Leonard E. 
Kingsley 


Leonard E. Kingsley has _ been 
named general sales manager Gris- 
wold Manufacturing Company, Erie, 
Pennsylvania. Mr. Kingsley will be 
responsible for the sale of all Gris- 
wold products which includes cast iron 
hollowware, giftware, stove dampers, 
gas hotplates and electric cooking 
equipment. 


Century Names Wiener as S.M. 


Daniel J. Wiener has been ap- 
pointed sales manager of Century 
Products, Inc., Cleveland. Mr. Wiener 
was firm’s advertising and sales pro- 
motion manager for the past two 
years, and before that was with Uni- 
versal Match Co., E & K Wine Co. 
and Cadillac Motor Car Co. 


New style horizontal spring pivot. 
ideal for hollow metal doors. 





Corning Glass Names Van Etten 
As West Coast Sales Manager 


Clair W. Van Etten has been ap- 
pointed to the newly created position 
of Corning Glass Works’ West Coast 
sales manager according to Benjamin 
S. Peirson, assistant director of sales 
for the company. 

Mr. Van Etten will direct the ac- 
tivities of all the various Corning 
sales representatives in Arizona, Cal- 
ifornia, Idaho, Nevada, Oregon, Utah 
and Washington. His office will be re- 
sponsible for sales of the company’s 
complete line of products including 
electrical, technical, and consumer 
glassware and special refractories. 

He joined the company in 1946 as 
a market research analyst. Subse- 
quently he served as a sales represen- 
tative in several regional districts. 


New Haven Names 
Western Rep. 


Appointment of Charles Solomon 
Company as exclusive sales agents on 
the Pacific coast for clocks and 
watches has been announced by the 
consumer division of New Haven 
Clock and Watch Company, New 
Haven, Conn. 

Solomon and Company will repre- 
sent New Haven in California, Wash- 
ington, and Oregon. Showrooms are 
located in the Western Merchandise 
Mart, San Francisco. 





Write today for complete Bommer 


catalogs of HINGES and MAIL BOXES 





BOMMER SPRING HINGE CO. INC. 





For Details Circle 48 on INQUIRY CARD 
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sell faster 
because they , 
sell themselves! — 


GRIES E-Z self-screw 
UTILITY HOOKS 


The handy one-piece utility hook that 
needs no screws, no tools! Sells on 
sight from two-hook display card. 
point protects towels and clothes. 
Bright plated finish. 


Also packaged ‘4 gross or 1 gross 
to box for shelf stock: nickel or 
brass finish. 


Ball 


Ohta) ie ey 4 one-piece 
CUP HOOKS 





One-piece construction means shoulders 
cannot get loose. Attractively designed 
and finished. 
Popular %"' size, 6 on a card. In bright 
colors: yellow, red, blue, green, pink, black, 
nickel, brass or white. Also, 6 sizes, i" 
through 14", packaged | gross to box. 
JOBBERS: write for samples and catalog 
pages, prices on GRC's full line of fast 


selling hardware items. 


DEALERS: see your 
jobber salesman 

for immediate 

delivery. 
World's foremost producer of small die castings 
132 Beechwood Ave., New Rochelle, N. Y. 
Phone: NEw Rochelle 3-8600 

Fer Details Circle 49 on INQUIRY CARD 
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GRIES REPRODUCER CORP. 





Heads 
Clem- 
son's 
North- 
west 
Sales 


Roy W. 
Benedict 





PORTLAND—Roy W. Benedict has 
been appointed Northwest District 
sales manager of Clemson Bros., Inc., 
makers of Star and Victor hack saw 
blades and Clemson mowers. Mr. 
Benedict, who will make his headquar- 
ters in Portland, will cover British 
Columbia, Washington, Oregon, Idaho 
and Montana. 

Before joining Clemson Bros., Mr. 
Benedict was vice president-sales of 
the Baker Co., Klamath Falls, Ore. 
Prior to that he was with Baker & 
Hamilton, San Francisco, as hardware 
sales manager. 


Builders Hardware Groups 
Ready for Chicago Meet. 


The American Society of Architec- 
tural Hardware Consultants and the 
National Builders’ Hardware Asso- 
ciation will open their 20th annual 
meeting on September 9 through 12 
at the Conrad Hilton Hotel, Chicago, 
Ill. 

On Sunday, September 9, all dele- 
gates and exhibitors will attend the 
NBHA reception in the Grand Ball- 
room of the hotel. On Monday, the 
general session will open at 9 A.M. 
with Carl D. Himes as chairman of 
the “66” discussion. John W. Mock 
is moderator of “The Distributors’ 
Biggest Problem.” “Selling vs Order- 
Taking” is the subject of Tom Col- 
lins, Ist National Bank, Kansas City. 

Arthur H. Uhler, AHC, is chair- 
man of the ASAHC meeting on Tues- 
day, Sept. 11. The annual banquet 
will be held that night when hard- 
ware consultant awards will be pre- 
sented. 

Wednesday there will be an open 
meeting of both organizations with 
John W. Mock, director of skit pres- 
entations, called “What’s The Idea?” 
The Past Presidents’ Luncheon for 
both organizations will be held at 
noon. 


Names Honolulu Distributor 


Electrical Distributors, Ltd., Hono- 
lulu, Hawaii, has been appointed dis- 
tributor of RCA Whirlpool freezers 
and air conditioners and RCA Estate 
ranges for the Territory of Hawaii. 
F. K. Grider is president and general 
manager of Electrical Distributors, 
which continues as distributor of RCA 
Whirlpool laundry equipment in the 
territory. 


May 
Hardware 
Announces 
Officials 


J. Hi. 
MacKenzie, 
Jr. 





PORTLAND—J. H. MacKenzie, Jr., 
has become president of May Hard- 
ware Company, Portland, Oregon, 
and Bend Hardware Company, Bend, 
Oregon, to succeed his father who died 
recently. 

The other officers are: vice presi- 
dent—Robert Schulz; secretary—Har- 
old N. Anderson; director and man- 
ager—C. W. Mitchell. 

The new president worked for the 
hardware firm during the summers 
while going to school. On November 1, 
1954, after returning from service in 
the U. S. Air Force, he took an active 
part in the business. 


Ajax 
Names 
Gen. 
Sales 
Manager 


Toby N. 
Tobias 





Appointment of Toby N. Tobias as 
general sales manager of Ajax Hard- 
ware Sales Company, has been an- 
nounced. Since joining Ajax early in 
1955, Mr. Tobias has held the position 
of territory sales manager, and as- 
sisted the president in all sales activi- 
ties, including advertising, sales pro- 
motion, trade convention exhibits, etc. 


Tamms 
Names 
New 
President 


E. E. 
Troyer 





E. E. Troyer was elected president 
of Tamms Industries, Inc., at a recent 
meeting of the firm’s board of direc- 
tors. Mr. Troyer joined the firm in 
1934, and in January 1944 was made 
vice-president. In January of 1945 
he was advanced to executive vice- 
president. 
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MECHANICS’ TOOLS and 
HARDWARE SPECIALTIES 


HOOKS MADE FOR EVERY PURPOSE 





LISTO writes 


Marking Pencil 0 n eV e ryth i n g ! 








Makes a 
clear, bold mark 
on any surface 
GLASS! 
METAL! 
PLASTIC! 















No. 20—11" No. 14—8"" No. 288—10¥2" & 13" 
Hand forged from the finest steel, made in 
many shapes and several sizes. We also 
manufacture brick and pointing trowels, 
garden tools, ladles, solder pots and other 
tools. Write today for catalog or see your 


jobber. 
GUARANTEED @ SINCE 1830 


WILLIAM JOHNSON INC. 
BRENNER AND KENT STREETS — NEWARK 3, N. J 
For Details Circle 50 on INQUIRY CARD 


REFILLS IN 
6 COLORS 
Black « Green 
Red + Yellow 
Bive + Brown 




















LISTO PENCIL CORPORATION @ ALAMEDA, CALIFORNIA 
For Details Circle 51 on INQUIRY CARD 





A CLEAR, STRONG 


PROTECTIVE COATING 


SEALS OUT 


WATER-OILS-GREASES 


12 OZ. CAN $1.95 LIST 
12 to case 


ACRA-SEAL* 


PLASTIC SPRAY om 
For all wood, metal, (ie “ 
Ew | 


glass, paper, plastic 
or rubber surfaces. 


Radiator Specialty Co. 4 


In 


Nationally Advertised!’ Ll 


POPULAR. SCIENCE 
POPULAR MECHANICS 
and leading 
FARM MAGAZINES 
coost ¢ coast! 


OVER 10 MILLION ADS 


Loosens Rusted 


nuts ... screws . i 


3 Ox. Can 30¢ list 
112 to Display carton) 


Radiator Specialty Co. 


Wholesaler Chorlotte, N. C Chorlotte, N. C. 


a month! 








MARSHALLTOWN TROWEL COMPANY + MARSHALLTOWN, IOWA 
For Details Circle 53 on INQUIRY CARD 


5 Years on the Market... DEPTH BOMB 


TRADE-MARK REG, U.S. PAT. OFF. 


The Modern Plumber's Helper 


Scientifically designed to push against water pres- 
sure to eject any material clogged in pipes. 
Bell-like shape prevents water from pushing back 
the sides as in ordinary plungers. 
Causes vacuumatic action that forces out dirt. 
Especially ridged for greater strength and durability. 
Will fit over any bowl, any bathtub or any type sink. 
Even eliminates corn husks and other debris from 
garbage disposal. 
lf not available at Jobber 
Write Direct List 


ot ait. $2.95 


N & N SALES CO. 
5535 Agra St. Bell Gardens, Calif. 


For Details Circle 54 en INQUIRY CARD For Details Circle 55 on INQUIRY CARD 
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| STORE IMPROVEMENT KIT 


It contains a large graph sheet and scaled 
modules, representing table and wall fix- 
tures, along with many ideas and complete 
instructions for effecting changes in store 
layout, full modernization or step-by-step 
improvements. Our readers may procure 
this valuable kit for one dollar ($1.00). 
Send money order or check today. 














HARDWARE WORLD SERVICE BUREAU 


1355 Market Street San Francisco 3 


























ptuuounciug Yeu 
HOT-ROLLED, COLD-DRAWN 
STEEL 


HANDE-BOLTS 


ae Pree y 


CAN BE SHAPED COLD 










CONTINUOUS 
N.C. ROLLED 
THREAD 


DIE 
CUTTING | 
WASTE 


a os ; . 

ELIMINATED 
just | 
WHAT | 

Y | 


OU WANTED... 


HANDE-BOLTS 


That Bend Cold...Cost Less! 


@ “Hande”’ Bundles — 
Ass’ts., Open Stock — 
2’ or 3’ Lengths 


@ Natural Finish Rust- 
Proofing 


@ 7 Diameters: 4” thru 4" 


@ Free Self-Service | 
Display Stand | 


@ Also available... 
Aluminum and 
Cold-Rolled Steel 
HANDE-BOLTS... 
Steel Hande-Bars, 
Flats and Angles 








See Your Jobber... Write 
for Catalog 


PERFECTION 





MODEL PRODUCTS 
4145 W. Kinzie St., Dept. HW +» Chicago 24, lil 


Also Mfrs. of 







Glazing and 


4 
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SCHEDULE OF CONVENTIONS AND SHOWS 


Aug. 12-15 


Aug. 19-22 


Aug. 26-28 


Sept. 2-6 


Sept. 9-12 


Sept. 16-19 


Sept. 23-25 


Oct. 1-5 


Oct. 7-10 


Oct. 7-10 


Nov. 18-20 


Jan. 20-22 


Jan. 20-25 


Jan, 22-24 


Jan. 27-29 


Feb. 3-5 


PORTLAND GIFT SHOW, held at the Public Auditorium 
and Benson Hotels, Portland, Oregon. (Kay Leber, West. 
Merch. Exhibitors Assoc., 1355 Market St., San Francisco) 


SEATTLE GIFT SHOW, held at Civic Aud., Olympic & 
New Washington Hotels, Terminal Sales Bldg., Seattle. 
(Kay Leber, West. Merch. Exhibitors Assoc., 1355 Market 
St., San Francisco 3) 


SPOKANE GIFT SHOW, held at Davenport Hotel, Spo- 
kane. (Kay Leber, West. Merch. Exhibitors Asso., 13855 
Market St., San Francisco 3) 


ALLIED GIFT & JEWELRY SHOW, at Hotel Adolphus, 
Dallas. (Allied Exhibitors, Inc., 3832 Wilshire Blvd., Los 
Angeles 5) 


NATIONAL BUILDER’S HARDWARE ASSOCIATION 
EXPOSITION, Conrad Hilton Hotel, Chicago. (John R. 
Schoemer, 515 Madison Ave., New York 22) 


DENVER GIFT & JEWELRY SHOW, at Hotel Albany, 
Denver. (Allied Exhibitors, Inc., 3832 Wilshire Blvd., Los 
Angeles 5) 


CHRISTMAS GIFT SHOW, at Biltmore Hotel, Los An- 
geles. (George L. Pascoe, Trade Shows, Ltd., 672 So. 
Lafayette Park Place, Los Angeles 57) 


NATIONAL HARDWARE SHOW, at New York Coliseum, 
N. Y. (Frank Yeager, Dir. 331 Madison Ave., New York 17) 


AMERICAN HARDWARE MANUFACTURING ASSO- 
CIATION AND CONVENTION, at Atlantic City, N. J. 
(Arthur L. Faubel, Secretary, 342 Madison Ave., N. Y. 17) 
NATIONAL WHOLESALE HARDWARE ASSOCIA- 
TION CONVENTION at Atlantic City, N. J. (Thomas 
A. Fernley, Executive Secretary, 1900 Arch St., Phila- 
delphia, Pa.) 

NATIONAL GARDEN SUPPLY DEALERS, SHOW, at 
Navy Pier, Chicago. Headquarters Hotel Morrison, Chi- 
cago, Ill.) 

INTERMOUNTAIN ASSOCIATION HARDWARE AND 
IMPLEMENT DEALERS CONVENTION, at Hotel Utah, 
Salt Lake City, Utah. (Leon L. Weeks, Secretary, 308 
Continental Bank Bldg., Boise, Idaho) 


44th CALIFORNIA GIFT SHOW, at Merchandise Mart, 
Brack Shops, Alexandria & Biltmore, Los Angeles. (George 
L. Pascoe, Trade Shows, Ltd., 672 South Lafayette Park 
Place, La. 57) 


MOUNTAIN STATES HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, at Cosmopolitan Hotel, 
Denver, Colo, (Francis W. Reich, 1283 Spruce St., Boulder, 
Colo.) 


PACIFIC NORTHWEST HARDWARE & IMPLEMENT 
ASSOCIATION MEET, at Davenport Hotel, Spokane, 
Wash. (Malcolm Smith, Secretary, 210 Empire State Bldg., 
Spokane 1, Wash.) 


NORTH COAST RETAIL HARDWARE ASSOCIATION 
CONVENTION AND HARDWARE INDUSTRY SHOW, 
at Senator Auditorium, Seattle, Wash. (Martin W. Danko, 
Managing Director, Rt. 12, Box 109, Fife Square, Tacoma) 








HARDWARE WORLD 











Hoffman 
Names 
Sales 
Manager 


Ci 
Fletcher 





C. F. Fletcher has recently been ap- 
pointed sales manager of the Hoffman 
Hardware Company, wholesalers, Los 
Angeles, as announced by Jack Bad- 
ham, Jr., vice-president. 

Mr. Fletcher first joined the firm 
in January, 1954 as a sales represen- 
tative. Prior to that he was in the 
retail hardware business for 18 years 
in Iowa and later in California, 


Joins Portable Tool Firm 


Elmer J. Murray has been appoint- 
ed national sales promotion manager 
of Portable Electric Tools, Inc., Chi- 
cago. Mr. Murray was formerly vice 
president and sales manager of Peck, 
Stow and Wilcox, Southington, Conn., 
manufacturer of tools and sheet metal 
machinery. Most recently he was gen- 
eral sales manager for Bigelow & 
Douse, Needham, Mass., a wholesale 
hardware firm. 


Burgess Promotes Balz 


Charles E. Balz, sales manager of 
Burgess Battery Company, has been 
named vice president of sales, 

A veteran of 16 years with the 
Freeport, Ill. battery manufacturer, 
he began his career as an advertising 
assistant and subsequently was named 
advertising manager, sales promotion 
manager, and assistant to the sales 
manager, and in 1953 he was ap- 
pointed sales manager. 


Republic Names Las Vegas Firm 


Headquarters for Republic Steel 
Kitchens in Clark County, Nevada, 
will be the General Supply Company, 
200-210 Wall Street, Las Vegas. 
Award of the Republic franchise to 
General Supply was announced by C. 
E. Howes, general manager of sales 
for Republic Steel Corporation’s Ber- 
ger Division. 


Dealers Hear Deming's Trisler 


George H. Trisler, sales promotion 
manager, The Deming Company, was 
one of several speakers who ad- 
dressed more than 200 plumbing and 
heating dealers fram Montana, North 
Dakota and Minnesota at a recent 
sales and product meeting conducted 
by Shirley-Onstad Company, Fargo, 
North Dakota. 
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NEW STORE FRONTS 
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CE GETS NEW CUSTOMERS 
































CONVINCED THAT IT PAYS TO ADVERTISE, Hittelman Hardware, 527 
West 8th Street, Los Angeles, recently blossomed forth with this modern sign. 
To better identify the type of store, in addition to the company name which are 
in neon, the store front also carries a crossed saw and hammer neon sign. The 
Store reports a healthy increase in business since the new sign was installed 
in April this year. 


SIGN CATCHES THE EYES OF SPEEDING MOTORISTS 


1 a! a 8 Dp, wt 


; -egenet 
anne Ty 





CATCHES THE EYE AND HOLDS IT, this large wood saw with the words 
“HARDWARE?” in neon on the blade, over entrance of Village Hardware, La 
Canada, California, was designed so. that persons on the highly traveled high- 
way that runs in front of the store would remember that there is a hardware 
store in that location. 
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EzE Action Chuck 


NEW 
Tuf-Chrome Handle 


NEW 


Metal Cutting 
Tungsten Blade 


NEW 


Wood Cutting 
Vanadium Blade 


NEW 
Multi-Colored 
x a Displays 


N 
Here’s a saw N 
thatisnotonly 
a natural for X 
the home han- x 
dyman ... but 
is also ideal for 
the plumber, 
mason, electri- 
cian, carpenter 
or farmer. Sell it 
for pipe and sheet 
metal cutting, for 
general wood cut- 
ting, perfect for 
cutting plastic pipe, 
tubing, nuts, bolts, 
etc, 


Ask your jobber 
for the 
ALLWAY LINE! 





ALLWAY MANUFACTURING COMPANY 
New York, N. Y. 
Sales Representatives 
John H. Graham & Co. Inc. 
105 Duane Street, New York 8, N. Y. 








For Details Circle 57 on INQUIRY CARD 
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“Hardware Not the Same 
Says Veteran of 53-Years 


George L. Baker, a Ventura, Calif., 
hardware merchant for 53 years, has 
retired at the age of 74. The firm, 
the Ventura Hardware and Plumbing 
Company, was founded by his father, 
Fred Baker, in 1879. This was back 
in the days when “hardware” meant 
something very different from what it 
means today. 

Mr. Baker has seen a complete 
transformation in the hardware busi- 
ness and in California. In 1879, Cali- 
fornia had few cities, few paved roads, 
a population of about 850,000. It was 
almost entirely agricultural, and the 
hardware store stocked chiefly agri- 
cultural equipment. Mr. Baker re- 
calls that his father’s big business was 
in honey cans to meet the needs of 
bee farmers. Also the store sold 
many wood stoves, kitchen ranges, 
kerosene lanterns and lamps. Soon 
kerosene stoves were invented and 
these were carried in stock. 

Another big item was the hand 
pump used in home wells. Tin cups 
and kitchen utensils were the fore- 
runners of today’s aluminum, glass, 
and plastic utensils. Mr. Baker re- 
calls that children used to enjoy rid- 
ing on the rolling ladders installed to 
reach the high shelves which lined the 
store walls. 

Mr. Baker was just a young boy 
when he started helping his father in 
the store. After he finished high school, 
he attended college, then worked in 
a hardware wholesale house in San 
Francisco for fifteen years, till 1918. 

In that year he joined his father 
in the family hardware business, 
where he worked until his recent re- 
tirement. Now, for the first time 
since 1879, the Ventura Hardware & 





Plumbing Company is no longer owned 
and operated by a member of the 
Baker family. Its passing marks the 
end of an era. 


Bopp Retires After 50 Years 
With Fisher-Glassford 


FRESNO, CAL.— Elmer L. Lord, 
president of Fisher-Glassford Hard- 
ware Company, 1560 Fulton Street, 
has bought the interest of his part- 
ner, August Bopp, the company’s vice 
president. 

Mr. Bopp, who has been with the 
firm since 1905, said he is retiring 
from business and intends to travel 
around the country with Mrs. Bopp. 

Mr. Lord joined the company 1n 
1912. The business was founded in 
1902 by the late Fred Fisher and 
Henry Glassford and was incorpo- 
rated the following year. : 

The store was at Merced and Ful- 
ton Streets for 17 years, and moved 
to the present $200,000 store building 
upon its completion in 1949, three 
blocks north of its old location. 

Melvin E. Lord, a son of Elmer 
Lord is the company’s secretary-trea- 
surer. Another son, Donald E., has 
been named to succeed Mr. Bopp as 
vice president. New directors are 
Michael J. Ryan, Jr., and Lucille 
Daugherty, the latter an employee 
of the firm for 29 years. 


DESCOWARE PLANS NEW L-A. HADQUARTERS 


“a 





OFFICES AND WAREHOUSING of the Descoware Corporation will be 
housed under one roof when construction is finished on this modern headquar- 
ters building at Hill and Jefferson Streets, Los Angeles. Approximately 18,000 
square feet of floor space with a 20-foot ceiling will be utilized for warehous- 
ing. An additional 4,800 square feet will be used for offices. The firm an- 
nounced that the rapid growth of Descoware sales and the entry into eastern 
markets necessitate this expansion program. 
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Heads 
Noftt's 
Sales 
Pro- 
motion 
Program 





Donald J. 
Sweenie 





nN ae: 


Nott Manufacturing Company, Inc., 
has announced the appointment of 
Donald J. Sweenie as their national 
sales promotion manager. Mr. 
Sweenie, a graduate and former di- 
rector of Dale Carnegie Institute, has 
had extensive experience in merchan- 
dising and sales promotion of small 
packaged products. 


£ 


New 
Post 

At 
Osrow 
Products 


Fred 
Friedman 


Fred Friedman, formerly executive 
secretary of the Home Furnishing 
Group of the NRDGA, has been ap- 
pointed administrative assistant to 
Harold Osrow, president of Osrow 
Products Company, Inc. 


Peters 
Names 
General 
Sales 
Manager 


James J. 
Lowe 


James J. Lowe has been appointed 
general sales manager of the Peters 
Manufacturing Company, producers of 
coated fabrics, electrical cable prod- 
ucts and rubber compounds. He form- 
erly was sales manager of the Ameri- 
can Manufacturing Company, Brook- 
lyn, N. Y. 


Lebanon Chemical Names Rep. 


Leonard Pill & Associates, Los An- 
geles, have been appointed sales rep- 
resentatives to cover Arizona, Cali- 
fornia and Nevada for firm’s garden 
supply chemicals, weed killers and 
fertilizers. 
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NEW PORTLAND P & K OFFICERS 
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YOU’RE IT, says Bob Morrison, Jr., R. A. Morrison & Sons, retiring vice 
president Portland Pot & Kettle Club, to incoming president Harry Otterstrom, 
Kleinert Rubber Company, as Jerry Shaw, Universal Carloading, Ist vice 
president, looks on. The Portland Club during Mr. Morrison’s regime sponsored 
the Associated P.&K. Club Convention, which was held at Gearhart, Oregon, 


June 24-27. 


Joins 
Stanley 
in S.F. 
Area 


George M. 
Schott 


George M. Schott has been ap- 
pointed sales representative for Stan- 
ley Electric Tools, division of The 
Stanley Works, in firm’s San Fran- 
cisco territory. Mr. Schott was for- 
merly a salesman with a power tool 
company. He lives in Alameda, Calif. 


Westinghouse Names Two 
District Managers 


Paul W. Bradner, regional man- 
ager of portable appliances, has an- 
nounced appointment of two new dis- 
trict sales managers. 

Gordon E. Thompson, formerly a 
Westinghouse Electric Supply Com- 
pany salesman, is the new district 
manager for vacuum cleaners and 
fans in the Los Angeles area. Robert 
G. Marshall, who has had experience 
in selling at the retail, distributor and 
factory level, has been named portable 
appliance district manager in the 
Long Beach area. 





USE THE INQUIRY CARD for further infor- 
mation on New Products Page 66. 








Named 
Pacific 
Coast 
Regional 
Manager 


William R. 
Cooney 





William R. Cooney has been ap- 
pointed Westinghouse Pacific Coast 
regional manager of portable appli- 
ances. Mr. Cooney, who will make 
his headquarters in the firm’s San 
Francisco consumer products offices 
in the Western Merchandise Mart, 
replaces Paul W. Bradner, who has 
been named northern California dis- 
trict manager of vacuum cleaner and 
fan sales. 


Coleman Adds To Sales Force 


The Coleman Company, Inc., has 
announced appointment of Joe A. 
Fryer to represent them in Southern 
California and Arizona. 

At the same time it was announced 
that Kenneth Harshfield is the new 
Coleman distyict representative for 
Oregon. “de will headquarter in 
Salem, Oregon. 


Lloyd Heads Handy Home Sales 

Melvin L. Lloyd has been appointed 
Handy Home Products sales manager, 
Armour and Company, Alliance, Ohio. 
Prior to joining Armour and Com- 
pany, Mr. Lloyd was district sales 
manager, Wyandotte Chemicals Cor- 
poration in Dallas, Texas. 
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NEW eye-catching package design | 


in 4-colors dresses the new cigarette 
lighting, self-starting Jon-e Warmer 
box. A knockout! Call your Jobber 


and increase your GEESREM For 
more details write Aladdin Labor. 


atories, Inc., 620 S. 8th Street, | 


Minneapolis, Minn. 
For Details Circle 58 on INQUIRY CARD 


pony tail 
cutie 


She may sweep the boys off their 
feet with her pony tail, but 
nothing sweeps like APB 
brooms. They’re the ideal heavy 
duty tools for cleaning streets, 
barns, yards, parks, patios, ware- 
houses, dirt and gravel areas... 
even pony stalls. If you serve 
contractors, home-owners, in- 
dustrialists or anybody with a 
sweeping problem, ask for APB 
brooms. 


AMERICAN 
PUSH BROOM 


COMPANY 
[i =\ 114 FERN STREET 


SAN FRANCISCO, CALIF. © ORdway 3-889! 
For Details Circle 59 on INQUIRY CARD 
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Fall Circular Kit 
Available to Wholesalers 


The 1956 Fall Sale Days kit, a 
complete package consumer promotion 
for independent retail hardware deal- 
ers’ is available from Cosgrove & As- 
sociates, 14 Rawley Place, Millburn, 
New Jersey. 

It consists of a 4-color, 4-page Fall 
Sale Days Consumer Circular, a sup- 
porting store trim kit, newspaper ad 
mats, and a circular promotion man- 
ual. The manual shows both the whole- 
saler and dealer how to organize a 
successful promotion. 

The circular contains approximately 
35 basic hardware store items selected 
by progressive wholesalers to appeal 
to a broad variety of seasonal needs. 

Totem Distributing Company, Seat- 
tle, Washington is making this pro- 
motion available to their dealers in 
the Pacific Northwest. 


Steel Expansion at Fontana 


A $113,000,000 expansion of Kaiser 
Steel Corporation’s steel mill at Fon- 
tana, California has been started ac- 
cording to Jack L. Ashby, vice presi- 
dent and general manager. 

Finished steel ingots and finished 
steel will be increased about 40%. 
This added tonnage will help to ease 
the steel shortage in the West, bring- 
ing Western steel consumers more tin 
plate, steel plate, steel sheet and 
structural steel. 

Approximately 1600 workers are 
expected to be added to Kaiser Steel’s 
payroll when the new facilities are in 
operation. 


DENVER REPRESENTATIVE, Ken- 
neth J. Dahm, Proctor Electric Com- 
pany Representative is shown con- 
gratulating Mrs. Adeline Morris upon 
her winning the title “Mrs. Colorado” 
at ceremonies held recently in Denver. 


Baker Names Winkler 
As Cleary Resigns 


Al A. Cleary resigned on July 1 as 
manager of China, Glass and Gift- 
wares department of Baker & Ham- 
ilton, San Francisco. 

Herman Winkler, who has had 
many years’ experience in the china, 
glass and giftwares field with 
M. Seller Company and Pacific House- 
wares, both in San Francisco, has 
been named to succeed Mr. Cleary. 


GENSCO V.P. OF SALES VISITS WESTERN REPRESENTATIVE 


J 


WESTERN TRADING AREA is pointed out to George Zimmerman (left), 
vice-president sales, Gensco Tools, Division of General Steel Warehouse Com- 
pany, Inc., of Chicago, by Eric Chemnitz, who represents the firm on the coast. 
Mr. Zimmerman was on the coast attending a steel warehouse convention, and 
took the opportunity of visiting with Mr. Chemnitz before going on to Los 
Angeles. Mr. Zimmerman also visited several Western areas and noted the 
rapid development taking place throughout the West. 
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IN MEMORIAM 


STANLEY CHENEY 


Stanley Cheney, 51, vice president 
in charge of purchasing, Plymouth 
Cordage Company, died June 7 at 
his home in Pembroke, Mass., after a 
long illness. Mr. Cheney, who joined 
the firm in 1931 in firm’s Research 
Department, had been vice president 
in charge of purchasing since 1951. 

He is survived by his widow, Mrs. 
Dorothy Cheney; a daughter, Mrs. 
Robert Ross; and a_ son, Robert 
Cheney, all of Pembroke, Mass. 





PAUL C. NICHOLSON 


Paul C. Nicholson, chairman of the 
board, Nicholson File Company, Prov- 
idence, R. IL, died at his home on 
June 28. Mr. Nicholson who joined the 
firm in 1911 was elected a director in 
1912, vice president in 1913, and also 
treasurer in 1915. He was named pres- 
ident in 1939, and upon his election 
as chairman of the board in 1952, he 
was succeeded as president by his 
son, Paul C. Nicholson, Jr. 
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NORTON OPENS NEW WEST COAS 


T PLANT 







Ne 





THE FIRST WESTERN PLANT of the Norton Company was recently opened 
at Santa Clara, Calif., for the manufacture of grinding wheels, mounted points, 
segments and diamond wheels. Plant is located on a 15-acre site, and about 80 
persons are employed. The Norton Company operates 20 plants in 10 countries, 
including Behr-Manning Company, Troy, N. Y., the firm’s coated abrasives 





manufacturing division. 


Remington Buys Mall 


Remington Arms Company, Inc., 
has entered an agreement in which 
it will buy the Mall Tool Company 
of Chicago. The deal also includes 
Mall’s Canadian subsidiary, Mall 
Tool Limited, of Toronto. Reming- 
ton Arms said the acquisition is a 
step in its program to expand its in- 
dustrial products line. In _ recent 
years, results of its research and de- 
velopment programs have identified 
the company as an important pro- 
ducer of Powder-actuated industrial 
tools. 


Amerock is New Name 


The American Cabinet Hardware 
Corp., Rockford, Illinois, has an- 
nounced a change in its corporate 
name to “Amerock Corporation.” 
Reuben A. Aldeen, president of the 
firm, explained that the trade name of 
its products has become better known 
than the company name, and empha- 
sized that only the name has been 
changed . . . no change in ownership, 
management, or policies. 


Buys L. A. Paint Co. 


The O’Brien Corporation has pur- 
chased the Frederick O’Brien Co. of 
Los Angeles, California, paint manu- 
facturer, Jerome J. Crowley, Jr., 
president of the South Bend Corpora- 
tion, announced. 

Mr. Crowley said that the purchase 
involved the paint making facilities, 
warehousing, distribution and ac- 
counts receivable of the Frederick 
O’Brien Co. It will be a _ wholly 
owned subsidiary of the South Bend 
Corporation and will be called the 
O’Brien Paint Company of Los An- 
geles. 


Pioneer Plans New Plant 


Construction of a new million dollar 
plant in Puente, Calif., has been an- 
nounced by Pioneer Manufacturing 
Co., manufacturers of home appli- 
ances. The plant will be located on a 
recently purchased 29 acre site. Water 
heaters, garbage disposals, wall fur- 
naces, air conditioning equipment and 
a full line of gas appliances will be 
produced in the new plant. 





STOCK ’EM... 
DISPLAY ’EM... 
AND YOU'LL SELL ’EM! 








There never was a bet- 
ter time to sell Klein 
pliers—to the profes- 
sional workman ...to 
do-it-yourself shoppers. 
They both want qual- 
ity tools that fit the job. 

All Klein pliers are 
made of finest tool steel 
—precision fitted— 
individually tested. 























WHO STARTED BUSINESS IN 1906? 
us know, so that we can all celebrate together 
in November. Write to: Editor, HARDWARE 
WORLD, 1355 Market Street, San Francisco. 


Let 
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Tops in quality“ since 

1857.” Keep a repre- 
sentative stock always 
on hand. You'll sell’em! 











Write for your 
free copy of the 
No. 203 Klein Pocket 
Tool Guide 
Today! 


| DISTRIBUTED 
| THROUGH JOBBERS 


| Foreign Distributor: 
| International Standard 
Electric Corp., New York 


[ 2s KLEINS& 


For Details Circle 60 on INQUIRY CARD 








GRADY WEDGES 
Transparent plastic container displays 
full assortment of most-needed sizes. 


. Helps you boost 
AS DISPLAY sales of these extra- 


profit wedges. 





WC! DISPLAY 


SS 
Attractive two-color 
card contains complete 
home assortment of five dif- 
ferent wedges in plastic bag. 
12 units to a display card. 








WEDGE DISPLAY 
CARD 


Combination 





wedges for fast 
service and impulse sales. Contains 36 
No. 5 and 24 No. 10 wedges. Also 
available: No. 5 card—36 No. 5’s, No. 
10 card—24 No. 10's. 








OFF the patent 


Wilshire’s NEW 1956 Fireplace 
Furnishings Catalog is now ready! 


@ 48 value-packed pages in color. 
© 720 Fireplace items covering every 
period and design — in every price 
range — including many NEW Wil- 
shire firsts! 

biggest selection of fireplace furn- 
ishings ever assembled at one time. 
special fall dating with immediate 
delivery. 


write for your copy today! 


For Details Circle 62 on INQUIRY CARD 
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INDEX TO ADVERTISERS 





(This index is published as a convenience and not as a part of the advertising contract. 


Every 


care is taken to index correctly and no allowance will be made for errors or failure to insert) 





Note: Figures in parenthesis () refer 
to Inquiry Card Number which can be 
circled on inquiry card on page 66 


| when desiring further information 
about advertisement. 
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PAINT SALES .%m 
GOOD WILL & \® with RESTCO 


| Here are three proven 


| good will builders -) Paint Strainers 


| that will pep up sales 
| in your paint department. p ; t P ddl 
| Each one carries the ain a es 


name of your store which 


means that they will be: ; 
/ be a constant reminder. 3 Yardsticks 
y fn RESTCO Paint Paddles 
. 4 o available = ae sizes. 
| RESTCO yardsticks 
¥ PRODUCT-WISE ; are extremely accurate. 
ae -) -1(e4 a2) | All three are excep- 
tionally fine quality 
J PACKAGE-WISE | and unusually low in 
| price, Write now for ; We also manufac- 
m P =Te) F | T-W | S E samples and prices. : ture RESTCO Paint 
: Strainer Holders, 
See your Globe-Union representative or write Price on request. 


Giose-UNION INC. Reviasre ereuete 


MILWAUKEE 1, WIS. 
Geko eee Manuracturine Co. 
Milwaukee, Wis. ® Denville, N. J. © Los Angeles, Calif. 
For Details Circle 63 on INQUIRY CARD 








UP Sales and Profits 


ALL POSITION . . s 
in Tinware with 


C h e@ (: k B nationally advertised’ 
MOULI LINE 


THE MOST PROMOTED 
PRODUCT IN THE 
COUNTRY! 


with the FAMOUS 
RUBBER POPPET 


Silicone treated 
Rubber Poppet can’t 
leak or stick. Sensi- : 4 ~ 
tive in operation. Kg SS 3 
Noiseless. Also sup- > 


plied with Monel —— KING SIZE 
Metal Poppet. 200 

lbs, pressure. One- SALAD MAKER 
piece brass shell. | SLICES » CHOPS * SHREDS + GRATES 
Seven sizes. Write for 


we “ Non-slip rubber tipped fold-away legs 
Bulletin 1002. - « « won't scratch . . . save space 


Individually ckaged in $ 498 


multi-color display carton RETAILS 


~OUL! 
STRATAFLO PRODUCTS, INC, MANUFACTURING CORPORATION 


Order from your jobber 


FORT WAYNE 1, INDIANA 7) BRUADWAT f 
For Details Circle 65 on INQUIRY CARD For Details Circle 66 on INQUIRY CARD 
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FOR SALES 
Producing Hardware, Steel and 
Industrial Catalogs 
Call 
Western Catalog Service 
(Established in 1942) 
Catalog compilation and production 
letterpress or offset processes. Tam 
C. Gibbs, Publisher, 2010 Center 
Street, Berkeley 3, Calif. Phone— 
AShberry 3-2321 


INTERIOR DECORATION 
HOME STUDY 
Announcing new home study course 
in Interior Decoration. For profes- 
sional or personal use. Fine field for 
men and women. Practical basic train- 
ing. Approved supervised method. 
Low tuition. Easy payments. Free 
booklet. Chicago School of Interior 
Decoration. 835 Diversey Parkway. 

Dept. 551C, Chicago 14. 


HARDWARE—EASTERN CITY 
Old established store with good sales 
volume, fully equipped, $14,000 stock, 
business-residential location, rent $150, 
drive-in parking, yard display space, 
priced right. Apple Company, Brok- 
ers, Cleveland 15, Ohio. 


FOR SALE 
Hardware-Appliance-TV business in 
small town near Sacramento. Rich 
agricultural district. Gross over $100,- 
000.00 annually. Over 4000 feet floor 
space. Excellent reputation estab- 
lished 18 years. For sale by owner, 
who wants to retire. Will sell store, 
warehouse and shop and also residence 
situated on full block. Or will sell 
inventory at sacrifice and lease prop- 
erty. Inquire HARDWARE WORLD, 1355 
Market St., San Francisco 3, Calif. 














Announcements in this section are inserted at the rate of ten 
cents per word, including address or box number, with a minimum 
charge of $2.00 per issue, payable in advance. Send copy to 1355 
Market Street, San Francisco 3, California. 





ITIES 


SHOPPING CENTER SPACE FOR 
LEASE—PRIME LOCATION FOR 
HARDWARE STORE 
Largest Center in entire region. 60 
air conditioned stores. Readied for 


occupancy without expense to tenant. 
Occupancy in 56 if desired. 100,000 
population within 4 miles. 47 acres, 
3000 car parking. Many nationally 
known tenants. Riverside Plaza, P.O. 
Box 2087 Magnolia Center Sta., River- 
side, Calif. Tel. OVerland 4-5445. 


CALIFORNIA 

For Sale—Store equipped with Hard- 
ware, Paint, Sporting Goods, House- 
hold and Gift lines. Located in beauti- 
ful coastal town in fast growing 
community. New building, parking 
lot, new stock and fixtures. Pictures 
and information furnished on request. 
Reason for selling, other interests. 
Address Box A-885, care HARDWARE 
WorLD, 1355 Market St., San Fran- 
cisco 3, Calif. 


AGENTS WANTED 
Sweden’s oldest and biggest knife fac- 
tory wants agents in all States of 
U.S.A. for genuine Swedish steel cut- 
lery (for household, butchers and 
cooks). Among our articles we have 
one of the most sold kitchen knives in 
Europe and our knives are exported 
to 50 countries. We would like to 
have small, aggressive salesfirms as 
agents, who could concentrate on one 
or two States each. The agents will 
be guaranteed a sole representation 
in their districts. Every agent must 
be able to keep a small stock for fast 
deliveries and guarantee a minimum 
turnover for each year. JERNBOLA- 
GET, ESKILSTUNA, Sweden. 


APPLIANCE & TIRE STORE So. W. 
Oregon in 4 top cities. 5 stores. Netted 
$75,000 last yr. Top franchises. Es- 
tablished 1920. Owner retiring. Stores 
may be purchased separately or to- 
gether. Priced right. Dept. #23181. 


AUTO & HARDWARE STORE, W. 
C. La. Compl. line toys, sport equip., 
appl., ete. Well-est. Attrac. bldg. 
27 x 70. Write now to Dept. #7534. 


HARDWARE STORE, No. E. New 
Jersey. Netted $10,000 last yr. Also 
handles equip. rental. Ideal corner 
loc. Land & bldg. Optional. Ultra- 
mdrn. Compl. equip. Well-estab. Ill 
health forces sale. Priced low. Dept. 
#42019. 


HARDWARE STORE, So. E. Florida. 
Handles general lines of hardware, 
paint, floor coverings, auto accesso- 
ries, etc. Good location on main blvd., 
fast growing city. Priced low for 
quick sale. Dept. #7632. 


HARDWARE STORE, So. Cen. 
Texas. XInt. profits. Ideal mn. st. 
loc. in top city. Compl. discount 
house Whlsle. & ret. Fully equipped. 
Ill health forces sale. Priced right. 
Dept. #7593. 


HARDWARE STORE, South West 
Ark. in impt. trade city. Retails top 
products. XiInt. profits. Ideal loc. 
Compl. Equip. Establ. 1948. Other 
interests require sale Priced low. 
Dept. #7584. 


HARDWARE STORE, No. Cen. 
Texas. XInt. profits. Establ. 1923. 
Compl. equip. Also handles appliances. 
Other interests force sale. Priced 
right. Dept. #7500. 























DOMES or SILENCE on 
RUBBER CUSHION FURNITURE GLIDES | catos 


NEW DISPLAY BOX 


Contains 1 Dozen Cards of 
either 5s", 34" or 1" Domes 


PROMPT SHIPMENT 


Ask your jobber. If he is not supplied, write 


ROBERT E. MILLER & CO., INC., 35 Pearl St., New York 4, N. Y. 


CONTAINER 


3 COLORS 
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with a bonus profit from the added, new 
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Sure as holiday season rolls around, you’ll be making sales and 
profits on the popular MIRRO Cooky and Pastry Press newly 
trimmed, this year, in gleaming Copper-Tone. Now there’s an 
easy-to-use Decorator Set, of genuine MIRRO quality, all in the same 
package! This combination is going to be BIG! Get it now, 


for booming holiday business ahead! 


MIRRO Cooky and Pastry Press and 
Decorator Set includes 16-pc. Cooky and 
Pastry Press, with copper-tone trim, 

12 cooky plates, 3 pastry tips, plus 
Decorator, with 6 assorted tips. 

Complete with recipes and instructions. 


to build the sale even bigger, remember to suggest 


Au/t/ 7 14 x 10” Retail, $1.10 
15% x12” .... Retail, $1.25 
MIRRO Retail, $1.65 


ALUMINUM GOODS MANUFACTURING COMPANY ° MANITOWOC, WISCONSIN 


FIFTH AVENUE BLDG., NEW YORK 10 MERCHANDISE MART, CHICAGO 54 
WORLD'S LARGEST MANUFACTURER OF ALUMINUM COOKING UTENSILS 
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Warp’s 


FLEx-O-GLASS 


Crystal Clear 
Tough as Leather 


GUARANTEED 2 YEARS 

@An All-plastic Window Material that is 
flexible, aurable and shatterproof. 
@Crystal Clear—Transmits Ultra-Violet Rays. 
Weatherprvof. Keeps out cold. 

@Easy To Sew—Seals with hot iron. Cut 
with shears and tack on for windows. 
SYear Around Seller—Hundreds of Uses. 
For windows of all kinds, wall protectors, 
ai cl Je S STA ' S 


Warp’s 


WINDOW-TEX 


Cloth Base Glass Substitute 


A Translucent Window Material 


Translucent, weatherproof composition 
bonded to 120 strong threads per sq. in. 
Made by Warp’s Exclusive Process, same as 
formerly used on Flex-O-Glass. Is water- 
proof and unbreakable. 

Extra Heavy—will last for years. 


Warp’s 


Wyr-O-GLASS 


Wire Base Glass Substitute 


Extremely Tough and Very Transparent 


A WIRE BASE PLASTIC GLASS 


@ Tough Galvanized % inch mesh Wire Base, 


drawn Tough and Thin to admit more light. 


@ Every Joint and Wire imbedded in a cushion 


plastic for double reinforcing. 


@ Plastic glass applied to both sides, sealing 


wires inside. Everything fused into one 


@Solid Weatherproof Sheet. No cheap rosin 


or glue to decompose, and—no air pockets 
to trap moisture in Warp’s Wyr-O-Glass. 


Warp's 


SCREEN-GLASS 


14x14 MESH WIRE BASE 


Extremely Durable for Long Service 


THE BEST IT IS POSSIBLE TO MAKE 
Galvanized wire screen cloth imbedded in 
exceptionally clear, waterproof plastic 
which transmits and diffuses the sun's 
ultra-violet rays. Holds in heat. Shatter- 
proof, unbreakable and airtight. As flex- 
ible as window screen. Cut with shears 
and tack up. Ship wt. 8 oz. per sq. ft. 


Warp’s 


GLASS-O-NET 


Mesh Base Glass Substitute 


Used Where Transparency Is Important 


A PLASTIC GLASS COVERED NETTING 


@ Made on ™% inch mesh Waterproof Cords. 


Extra strong. Dyed Light Fast Green. 

@Every Cord imbedded in Cushion Plastic 
to eliminate air pockets. 

@Plastic glass applied over Cushion and 
Cords to seal everything together into one 
solid weatherproof sheet. 

@Very transparent. Transmits Ultra-Violet 
Rays. Can be washed with soap and water. 


Warp’s 


PLASTIGLASS 


All Plastic Window Material 
Rugged, Neat and Attractive 


+ 


SCASTIGL 


PLASTIC CORDS IN PLASTIC GLASS 
Rugged transparent plastic strand base, 
that has exceptional strength. Lvery strand 
imbedded into another cushion plastic for 
extra durability. Plastic glass then applied 
to seal everything into an all plastic, trans- 
parent weatherproof sheet. 


NATIONALLY ADVERTISED PRICES SUBJECT TO CHANGE 


-CARRIED 


BY RELIABLE HARDWARE JOBBERS 


WARP BROS THE WORLD'S OLDEST AND LARGEST MANUFACTURERS OF A Chi | ii 
s COMPLETE LINE OF PLASTIC WINDOW MATERIALS Est. 1924 icago i * 
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